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DOMES of SILENCE 


“Better than Casters” 


The Perfect Furniture Footwear 





JUST DISPLAY THE CARTON 


-- MADE IN SIX SIZES 
%&% in., % in., % in., 34 in., % in., 1-1% in. 


Your Nearest Jobber carries a complete line 


"7 DOMES of SILENCE Division 


Henry W. Peabody & Co. P-1930 
17 State Street, New York City 


Published Weekly by the IRON. AGE PUBLISHING CO., 239 West 39th Street, New York, N. Y.,'U. S. A 


Entered as second class matter May 22, 1918, at the Post Office, at New York, under the Act of March 3, 1879 


_ Advertising Index, Page 110 Editorial Index, ; 











TS = 


GS, 
Pee 





“Boy, you’re lucky! 


Stanley had heard 
that comment before. Bachelors had a 
way of making it—fervently and won- 
deringly—after they had eaten dinner at 
his new home. It seemed to include all 
his worldly goods, the excellence of his 
wife and the quality of the meal. Bache- 
lors were the very ones to appreciate a 
domestic establishment, without realiz- 
ing the infinite detail that made it a suc- 
cess. To-night, in approving the meal’s 
perfect service, how could they know the 
thought Katherine had given to the plan- 
ning of it. The importance of enough 
beautiful silverware, for instance! Why, 
only four short months ago, Stanley 
hadn't thought of these things himself! 
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Every woman is happy 
when her home 1s praised 


Every woman who sees the 1847 
Rogers Bros. advertisement of which 
the illustration above is a part will 
imagine herself in Katherine’s place— 
a happy wife because her husband’s 
friends praise his home and the wo- 
man who makes it home. 


Eery woman wants to be proud of 
her home. More than ever before she 
is realizing that silverware adds im- 
mensely to its charm. 


The advertising of 1847 Rogers Bros. 
Silverplate during the past two years, 
in appealing to the established home 
to wake up and take stock of its silver- 
ware equipment has opened up for 
you a real “untouched market.” Are 
you making the most of it? Are you 
making your silverware department 
as profitable as it should be and can 
be? 


For advertising and display helps that will aid you in 
making your silverware sales what they should be, ask 
\ your jobber or write Sales Promotion Department, 


“INTERNATIONAL SILVER CO., Meriden, Conn. 


1847 ROGERS BROS 


SILVERPLATE 





= INTERNATIONAL 
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Are You Getting Profits From The 
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V & B Drop Forged Steel Planes—the only un- 
breakable planes manufactured—have created a new 
market with new profits. 

Drop forged from a solid bar of V & B Supersteel 
—finished in light gray—trade marked in etched 
gold—they are distinctly fine tools. 

On V & B Drop Forged Planes the frog is designed 
so as to fit solidly on the frog base, and is held in 
perfect alignment by fitting securely in guides 
formed in the bottom of the plane. This design 
keeps the frog in perfect alignment with the throat 
and allows for more accurate adjustment. 


The Cutters in the V & B Drop Forged Unbreak- 
able Steel Planes are manufactured from one solid 
piece of Special Analysis Vanadium Steel. There 
is no soft section to a V & B Plane Blade, and this 
enables it to be sharpened back a greater distance 
and also insures greater rigidity and less chatter 
when securely clamped down. Each blade is tested 
to cut wire. V & B Blades keep their fine cutting 
edge longer. 

V & B Unbreakable Planes are finished distinctively 
and equipped with walnut handles and knobs. They 
are the latest development of a company that for 
over half a century have been the makers of fine 
tools. 





* VAUGHAN & BUSH 
MANUFACTURING COMPANY 
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New DemandFfor Unbreakable Planes? 
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(Hakers Of Fine Toots 
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14 Carroll Ave.~ 


~ Chicago, li U.S.A 
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("= a good workman 
a good tool—and you 
make him a good customer 


For nearest distributor see MacRae’s Blue Bool: 


The Warren Tool & Forge Co. 
240 Griswold St.,. Warren, Ohio 


Sledges Picks Mattocks Bars 
Blacksmiths’ Tools Chisels Hoes 
Tongs 













(rr | Ee 








/ 
’ j 


M7 


~bRaR a8 































Zs g 7 
y Zane am , 


LZ g GA 
\Y 

o % 
A 








ad ‘4 











au 
het A 


W/, STITT TLL ff 


























| FORGED TOOLS’ ail 
__ FINE POR = f ED TOOLS . | 


Se «cts 





ae 
Wir 


January 1, 1925 HARDWARE AGE 5 


ATKINS 
(222 SAWS A 


The March of Progress 


In this age of progress in the > gt 
arts, sciences and industry, += - & 
there is no other tool used by 
carpenters, mechanics and 

artisans that has reached 
the perfection of the 
Atkins four Hundred 




















Years of Experience 


In our factories, this perfection has been 
obtained through years of study by metal- 
lurgists with expert knowledge of scientific heat 
treating, and by craftsmen skilled in the work of 
making saws to meet the definite needs of the times. 


‘“*THE FINEST ON EARTH”’ 


The Elite of the Saw World, a saw extraordinary in quality 
and workmanship. Blade of SILVER STEEL which insures 

‘ong wearing and edge-holding qualities, two-way taper ground, 
mirror po:ish; fitted with Rosewood Handle Improved Perfection 
Pattern—the handle that prevents wrist strain. 













Write for our new No. 19 catalog. 


Ek. C. ATKINS & COMPANY 







ESTABLISHED 1857 THE SILVER STEEL SAW PEOPLE 
Machine Knife Factory: Home Office and Factory: Canadian Factory: 
Lancaster, N. Y. Indianapolis, Ind. Hamilton, Ont. 
BRANCH HOUSES: 
Atlanta Memphis New Orleans Portland Seattle Paris, France 
Chicago Minneapolis New York San Francisco Vancouver, B. C. Sydney, N. S. W. 
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Ask Your Jobber’s | 
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able jobbers are now ready to supply 
you with Lowell “guaranteed” Spray- 
ers for your 1925 business. 





Lowell Sprayers cost no more than 
the “easy-to-dent,” “non-guaranteed” 
kind. The picture at the left shows 
the “thumb-test” of a Lowell Sprayer, 

the way you can know it is a Lowell, 
made of not less than 107 Ib. base 
tinned. 





You will also find the name “Lowell” 
on every sprayer of our make. It is a 
sure guarantee of no trouble from the 
user and no “come-backs.” It is a 
simple matter to put “Lowell” on your 
want book, it helps to keep quality up 
and makes for better merchandise sell- 
ing. 

10% to 15% of all sprayers leak upon 
usage. This is due to the fact that 
sprayers, before shipment from the fac- 
tory, are not tested. 


LOWELL SPECIALTY COMPANY 


Largest manufacturers of sprayers in the world 
LOWELL, MICHIGAN 


Also Make 
SPRAYERS 
in Galvanized 
Iron and Brass 





No. 210 
Compressed Air Lowell Fountain Com- 
"Eeaner pressed Air Sprayer 






© 107 Ib. base tinned. 


2. Guaranteed against leakage. 
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_Yet every sprayer has to be “sol- 
gered” and even careful inspection will 
not reveal fine leaks. But you can be 
assured that a Lowell Sprayer will not 
leak, because every one is “double- 
tested” before shipment. 


The picture at the right shows the 
“water-testing” machine. Sprayer is 
put into a form, connected with air and 
leaks immediately show up. Lowell 
Sprayers are “guaranteed-against-leak- 
age.” 

So ask your jobber’s salesmen for 
“Lowells” this year. They cost no 


more—you have a guarantee of the 
best in sprayers. 


1925 is a Lowell year. 
LOWELL SPECIALTY COMPANY 


Largest manufacturers of sprayers in the world 
LOWELL, MICHIGAN 





Lowell Glass Tank Sprayer 
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alesmen For Lowell Sprayers 




















Lowell Bucket Pump 


© 


2. Guaranteed against leakage. 









107 lb. base tinned. 
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omen are learning about 
focused heat—witlions are ~~ ~~ 


reading about the oil range which speeds 





| 





up cooking 

















that sends its heat into the cooking 
and not into the kitchen 
Seiten casee actemnmnansstoctn 
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When hot days come - use an oil range 
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Focused Heat makes the 
the cook stove with the ha 
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ILLIONS of women are now 
reading the remarkable story 

of focused heat. Through the maga- 
zines, through the newspapers, and 
through the farm papers they are 
learning how focused heat speeds up 
cooking. They are learning how fo- 
cused heat is economical heat. They 





are learning that the oil range with 





Why the Florence is a 
money -maker 


1—Florence allows a liberal mark- 
up —well above the average. 


2—Florence is the range that 
most perfectly suits women’s re- 
quirements. 


3—One of the most widely adver- 
tised ranges. 


4—Extensive co-operation given 
to merchants and retail salesmen 
who sell it. 








the papers will carry smashing ad- 
vertisements on focused heat. 


Focused selling 


Hundreds of your customers will 
read of focused heat during 1925. 
They will want to see the range 
that cooks so quickly and efficiently. 
They will want to see the range 
with the spirit level and the leg-lev- 





eling device. They will want to see 





focused heat is the Florence. 


How focused? 


Notice the Florence flame on the oppo- 
site page. It is not a wick flame. It is a 
gas flame. The kerosene vaporizes, mixes 
with air, and burns in an intensely hot 
blue gas flame. 


Now notice the size of this flame. It 
is large enough and hot enough for all 
cooking. 

Finally notice how close the flame is to 
the cooking. The heat doesn't go out into 
the room. It goes to the bottom of the 
pot or pan. It focuses on the cooking. 


This heat is focused heat, heat focused 
on the cooking. It is intense heat. It is 
economical heat. It speeds up cooking 
and shortens kitchen hours. 


Where women learn 


In the Saturday Evening Post countless 
women are reading about focused heat 
—its cooking speed, its economy, its 
comfort. In 1925 the Post carries double 
page spreads in colors, one of which is 
reproduced above. These are in addition 
to full page advertisements. 


Good Housekeeping, with an impres- 
sive schedule, tells hundreds of thou- 
sands of women about the focused heat 
of the Florence. 


Other national magazines and farm 
papers carry the same message, many of 
the advertisements being in four colors. 


During the spring women will also 
read about the Florence in the news- 
papers. In hundreds of towns and cities 


the oven with the patented heat 
distributor that keeps food from burning 
on the bottom. 

They will want to see the range 
endorsed by the Good Housekeeping 
Institute, the Priscilla Proving Plant, 


and the New York Herald-Tribune | 


Institute. 


If you focus your selling on the 
Florence you will focus women’s atten- 
tion on you and your store. You will 
do a bigger and more profitable oil range 
business in 1925 than ever before. 


Get the facts 


Write us for complete information on 
the Florence. Mail the cou,on today for 
free catalog. A few minutes’ investiga- 
tion may mean many dollars in additional 
profit. 
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FLORENCE -—_ ‘6 








6 thew is a picture of the 
famous Florence burner. 
Notice how large the flame 
* is. Notice how close to the 
: cooking. The heavy jacket, 
which has been cut away in 
this picture, keeps the flame 
from going elsewhere than 
straight to the bottom of 
the pot. The Florence fo- 
cuses a greater percentage 
of the heat on the cooking 
than any other high vow- 
ered burner. 


_ range shown above is the four-burner gray model, 
complete with mantel and portable oven. Notice the 
square grate, the spirit level on the feed-pipe, the heat 
indicator on the oven door and the leg levelers. This is 
the range that is being featured in all Florence advertising 
this year. This model comes in 1, 2, 3, 4 and 5 burner 
sizes. You can secure the same models trimmed in blue 
enamel for the same prices. 


FL 
ORENCE on RANGES || 


OM G)e *(Opsd~ | 
| 
MEATERS OVEN, 


a Ord athe, PRODUC Ty 


Sites. 





This book tells you how to 
make 1925 your most profit- 
able year in selling oil ranges. 
Itis free. Fill out the coupon 
and you will receive it by 
return mail. 





Here you see the kind of crate in which the Florence is 
shipped. This crate is sturdy and strong. It insures the safe 
arrival of Florence ranges. 


© 1924, F. S. Co. 





FLORENCE STOVE COMPANY 














. Gentlemen: 
fe KF | OR ENCE a Kindly mail me a copy of your catalog. 
[econence STOVE COMPANY. GARDNER. MASS.U.S.A) N ) 
ame — 6 














Oil Range Ere ’ 


Friorence Stove Company, 1011 Park Square Bldg., Boston, Mass. 


DIVISION OFFICES: New York, Chicago, Atlanta, New Orleans, Dallas, Hq 
Denver, Detroit, Cleveland f 
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Not Upset 


The Head and Extra Heavy Bar are ome 
drop-forged (not ‘“‘upset’’) in one 
piece from specially selected steel and 
case-hardened, providing a ‘‘back- 


bone’ that is remarkably stiff and 
strong. 


Extra Heavy 
Bar 
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Extra Heavy 
caws , 


Are thoroughly 


case - hardened 

and extreme care is given to 
fit —— assuring minimum 
play. 








Cut Threads 


Milled thread assures accuracy in 
fit to screw in Jaw. Result— 
very easy adjustment at all times. 
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She Reasons for 
their Superiority 


Noted above have enabled “W & B" Machin- 
ists’ Knife Handle Wrenches to make good in 
heavy service.- They are the reasons for their 
profit-making possibilities for you. 





Vrench Book on request. 


J. H. WILLIAMS & CO. | 


“The Wrench People”’ 
New York BUFFALO Chicago 


w é&B MACHINISTS’ 
KNIFE HANDLE WRENCH 
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Where One 
Good Product 
Sells Another 
of the Same Make 


Dealers who stock @YD drills know about their 
uniformly high quality and excellent performance. 
Every tool in the big GD line is made with an effort 
to satisfy the most exacting user. 





And then. there’s the extra advantage of buying 
various tools from the same source. ‘These are days 
of small profit margins. The cost of such items as 
correspondence, postage, freight, and cartage eat up 
the dealer’s profit on many items. Concentrated buy- 
ing reduces these expenses by making one order do the 
work of several scattered ones. 


©’ D drills, taps, dies, reamers, pipe wrenches, and. 
pipe tools help sell one another. 














GREENFIELD ’ TAP AND DIE 
CORPORATION 

GREENFIELD, —F MASSACHUSETTS 

Canadian Factory: Greenfield Tap and Die Corporation of Canada, Ltd., Galt, Ontario. 






































12 HARDWARE AGE January 1, 1925 






THE ORIGINAL STILLSON PATTERN PIPE WRENCH-THE ORIGINAL STILLSON PATTERN Pipe WRENCH 





RUGGED! 


Strength in materials 
and construction makes 
MORCO Stillsons the 


choice of users who de- 













mand the most of their : 
wrenches. The rugged - 
service they give is an a 
asset to the dealer who a 
sells them. aa 

= 
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: MOORE 
DROP FORGING 
COMPANY 

Sprin$field, Mass. 


New York Office 
74-76 Murray St. 


Chicago Office t 
 I4tN. Clinton St. 


London Office 
27-28 Anning St., E. C. 


Paris Office 
18 Rue Corbeau 


Brussels Office 
30-34 Rue Locquenghien 


STILLSON WRENCH 


THE ORIGINAL STILLSON PATTERN PiPE WRENCH-THE ORIGINAL STILLSON PATTERN PIPE WRENCH 
RANE AC NARRATE NANNIES GRR eRe 
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ICH SKATES 


BUTT TO 
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Nos. 07, 08 and 08% 
SEMI-HOCKEY 





— AS LONG AS THERE IS 
SS eS ICE 
Ce ee THEY MOVE RAPIDLY 











Nos. 52414, 42414 and 724 
CLAMP HOCKEY 
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Nos. 5624, 562414, 572416 and 5824 
HALF CLAMP ROCKER RUNNER 








ALSO TUBULAR OUTFITS 
WITH HIGH GRADE 
: GOODYEAR WELT SHOES 





NTE IMAM TT § emtee 


HARDWARE COMPANY 





TORRINGTON, CONN., U. S. A. 


NEW YORK OFFICE - 151 CHAMBERS STREET 


Established 1854 Incorporated 1864 
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a display stand without an equal in 
interesting customers and making 


sales ! 




















Every person entering a hardware store is interested 
in tools. The powerful, practical display stand here 
shown makes it necessary for all patrons to take a 
good look at 


PRENTISS VISES 


And a good look means a sale because it’s easy for 
anyone to see that there’s no vise that can compare 
with PRENTISS in quality, design, and workman- 
ship, and as this display stand shows the complete 
PRENTISS line, the observer is sure to find just the 


vise he wants. 





Davie 





No hunting under dark counters for a vise. The vise comes 
to the customer instead of the customer being obliged to go to 
this wsse. This means a doubling or tripling of your sales. 


a 
3 
4 


FREE! This display stand, 
phenomenally successful, will 
be loaned without charge on 
receipt of an order _ for 


PRENTISS vises needed to 
fill it. 


Write your jobber or direct 
to us NOW. 


PRENTISS VISE COMPANY 


Makers of the vise with every improvement 


106-110 Lafayette Street New York City : 
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Mechanics Know They Measure 
Closer With a Brown & Sharpe 


—Accurate Graduations— 


Examine a Brown & Sharpe Micrometer. 
Notice how accurately the graduations on 
the thimble line up with those on the bar- 
rel. Turn the thimble. See how easily 
and accurately the clean cut gradu- 
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ations can be read. Or study a 
Brown & Sharpe Vernier or Pro- 
tractor—the excellence of its 
graduations is instantly ap- 
parent—visible evidence of 
the superior workmanship 
which goes into all 
Brown & Sharpe Tools. 





Brown & Sharpe Mfg. Co. 
Providence, R. I., U. S. A. 
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Superior graduations are 
only one feature of the mechan- | 
ical excellence of Brown & 
Sharpe Tools,—a real excel- | 
lence "which makes mechanics | 
like to use them and dealers 
like to sell them. 


Mechanics Like to Use Them 
: Dealers Like to Sell Them 
| 


BROWN €} GHARPE 'TOOLS 


BS “Standard of the Mechanical World” BS 








In 1843 David May- 
dole, the founder of 
the business said, “‘I 
make the best ham- 
mer.” And through- 
out the history of 
the manufacture of 
Maydole Hammers 
the standard estab- 
lished by the founder 
has been adhered to. 
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Men whose livelihood depends upon the quality of their tools 
almost as much as on their personal skill. They’ll tell you 
—almost without exception—that they prefer 


Maydole Hammers 


Here’s why! There’s “hang” to 
a Maydole Hammer.  There’s 
just enough crown to its face; 
there’s a grip to the claws that 
only a Maydole has; and, there’s 
the material and workmanship 
that have made Maydole Ham- 
mers famous since 1843. 


Carpenters, machinists—men who 
use and know hammers—appre- 
ciate the value of Maydole qual- 
ity. They know that while the 
press-forged steel head costs 
more to make, it’s tougher. They 
know the meaning of the “D. 
Maydole” that’s stamped on the 
head of every hammer we make 
—a pledge that it’s the best 
we've learned to make in 80 
years. 


When you show a machinist or 
a carpenter a Maydole Hammer 
there’s no need to assure him of 
the quality of the tool —three 
generations of mechanics already 
know it. 


Hand your next hammer cus- 
tomer a Maydole—and send him 
away satisfied. 


Write us for useful handbook and 
Catalog 23 “C.” 


THE DAVID MAYDOLE HAMMER CO. 
NORWICH NEW YORK 
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The live hardware 
dealer says: 


“There’s Lots of Time. 


‘Yet even with 365 days in a year 
people complain that they would 
hike more of it. 


‘The way to get more time is to 
use what you have to the best 
BOSTON advantage. One of the ways a 





"ea ae . merchant can gain time is by 
Cuniaiiies Bee standardizing his stock. 
§ Makers of these famous 6 ‘ ‘ 
brands of Garden Hose I used to waste lots of time in 
| iments mid-winter planning how I could 
| and MILO make my garden hose department 
CIP Merge show a profit. It’s no trouble at 
Good Luck Hose Washers all now with my three standard 
Bull Dog Friction Tape 56” brands sie BULL DOG 


GOOD LUCK and MILO.”’ 
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Every Hardware Buyer 








Needs Hardware Age 


No sane business man would think of 
buying stock in Wall Street without first 
looking up the market quotations in his 
daily newspaper. 


Real hardware merchants are just as careful to look 
up the current market prices in an authoritative 
Hardware paper. Money can be made at the dbuy- 
ing end of your business as well as at the selling end. 


Keep posted each week on the hardware market 
prices which are quoted in HARDWARE AGE. Just as 
you consult your thermometer to see how hot or cold 
the temperature, so should you consult this reliable 
business barometer to obtain information that will 
enable you to buy at or near the bottom every time. 


HARDWARE AGE 


‘The weekly text book of hardware merchandising "’ 
239 West 39th St. ~:~ New York 





YEARLY SUBSCRIPTION RATES: United States, $3.00; Canada, $4.00: Foreign, $6.00 
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Machine Screws 


Stove Bolts 
Tire bolts 
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WESTERN DEPOT 


225 WEST RANDOLPH ST., CHICAGO, 


ILL, 


444 
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After weaving OPAL is coated'with a heavy, 
TretidejuceMnce) item thao ume)am olelucio (conn ae) han (ony | elon 
the best known protection for steel against 
weather exposure.. lhe fabric is rigid and 


firm, perfectly woven, supreme in durability, 
old els ame (ia ti Cmmevamelereletay 


ele) elerelacteleom-lelemr-te 
and value. 


~NEW YORK WIRE CLOTH CoO. 


Br PAMAY E-Le lke) 0 i, bd ee a ae 0) Works: York Pa. 





BEE TRE, 


January 1, 1925 HARDWARE AGE , 21 
















the first 


of anew 
series of 
national 
advertisements 


on BLUE WHIRL, 


the‘]*egg beater 
that users like 
because it is 
different and 
better-and dealers 
like because it 
sells better ~ 


1») | 
BLUE SS WHIRL | oot 


THE TURNER & SEYMOUR MFG. CO., TORRINGTON, CONN. 
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Zine Insulated 


TRADE MARK 


Fences 


Ext ae INSULATED AGAINST RUST 
(une 40% T0 100% MORE ZINC 


AMERICAN, ANTHONY, NATIONAL, ELLWOOD, ROYAL, U. S. 


MORE THAN DOUBLE HEAT TREATMENT in zinc bath, the only proper way to 
give thicker coating, in connection with 


PERFECTED DRAWING THROUCH OUR DIES BY THE MOST SKILLED WIRE 
DRAWERS IN THE WORLD, PRODUCING SMOOTH, ROUND SURFACE WITH- 
OUT RIDCES, TO WHICH ZINC IS EVENLY AND INSEPARABLY APPLIED. 


Reduces fence cost per year. Absolute security against hardest use. 
THE ZINC INSULATED PROCESS ADVANCES QUALITY TO THE LIMIT OF 




















FENCE ENDURANCE POSSIBLE TO ATTAIN BY PRESENT KNOWN METHODS. 












Every kind for every pur- 
pose, in every form and 
every finish. , 





on FENCES ON THE MARKET 
te Write us for selling details 
tt Built like a railroad rail. Remarkable stiffness and durability. 
I~ Was sprung into immediate popularity. Extensively advertised. — 
Nails, spikes, tacks. 
Barbed—our celebrated 
brands Ellwood Clidden 
American Clidden 
Waukegan Lyman 
Ellwood Junior 
Bale Ties. Telephone. Reinforcement. 
WE STAND BEHIND DEALERS FOR PROMPT QUALITY SERVICE. 
Chicago, New York, Boston, Denver, Birmingham, Dailas 
U. S. Steel Products Co., San Francisco, Los Angeies, 


THE WIDEST ADVERTISED AND BEST SELLING 
NN ER 
A ae ow STEEL FENCE POST 
Write us for selling plans and literature. 
American Special 
Baker Perfect 
AMERICAN STEEL & WIRE COMPANY 
Banner tormer Portland, Seattle 
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STILLSON *, like Wal- 
worth, is a trade mark 
and registered by its 
owner — the Walworth 

Manufacturing Company 

v in the U. S. Patent 

ed Office, in the several 

ae states and in _ foreign 
to countries. 


| This 





Dan Stillson’s own mark is the mark of Walworth. It 
always has been since 1869 when Dan twisted off a 1!/- 
inch iron pipe to show Mr. C. C. Walworth what his 
new pipe wrench could do. 


Every Stillson wrench that Walworth makes has this 
mark drop-forged on the top jaw. It means a mighty 
good wrench—one that has power in its bite, and the 
strength of toughened steel behind it. When you want 
a wrench that will last, make sure it carries the Stillson ° 
trade-mark. 








WALWORTH MANUFACTURING CO., Boston, Mass. 


Buffalo Chicago Cleveland Glasgow Kewanee, Ill. London New York 
Philadelphia Portland, Ore. Seattle San Francisco Youngstown. 
Plants at Boston and Kewanee, 


Walworth International Co., New York, Foreign Representative 


WALWORTH 








Should Be In Every Hardware Man’s Library 
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Saunders Norvell 





Mr. Norvell has grown up with 
the Hardware Industry from stage 
coach days to Pullmans. The rise of 
great business houses, and the passing 
of men who have made hardware his- 
tory have been personal experiences in 
his life. Im a forceful, yet intensely 
human way, Mr. Norvell has woven 
into this story thrills, romance, the 
descriptive power of a great novel and 
a fund of fine hardware merchandising 
principles. It is a human story of a 
very human individual and a chronicle 
of 40 developing years of the Hard- 
ware Trade. 








HARDWARE AGE January l, 


{ T is filled with human and interesting reading for you. 
“Forty Years of Hardware” will be highly prized in your 
3s] library and give many happy evenings with its romance 
of the business that is YOURS. 





In a forceful, yet human way, Mr. Norvell has woven into the 
story of his business life thrills, romance, the descriptive power 
of a great novel and a fund of splendid merchandising principles. 
It is a human story of a very human individual. Stock boy—travel- 
ing salesman—sales manager—executive—president of a nationally 
known hardware jobbing company—what an experience—what a 
background for “Forty ,Years of Hardware.” 


“Forty Years of Hardware” is not a one month, nor a one year 
book. Hardware men will know it as a romance that draws them 
back—always—to re-read parts, or the whole, or for its fine busi- 
ness philosophy. 


This is the kind of book to place in the hands of your son or | 


employees. It instills the history, tradition, romance and methods 
of the business to which you are devoting your efforts. Nothing 
more helpful for them has ever been written. One well known 
company ordered sixty-five copies for their sales force. 


Large numbers of orders are being received daily. Place your 
order now, with remittance, and avoid disappointment as a second 
edition will not be printed for months, if at all. 


$3.00 per COPY ORDER AT ONCE 


It stands alone—the most intensely human chronicle of the 
hardware business ever written. 


HARDWARE AGE, 239 West 39th Street, NEW YORK 
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A a>, pommel vou/ 


Write! 


today for our 
big free FENCE 
Book. It con- 
tains a wealth 
of information 
for retail mer- 
chants and job- 
bers who are in- 
terested in the 
big fence mar- 
ket. No. obliga- 
ition whatever. 


























Greatly increased sales in ORNA- 
MENTAL FENCE! That’s the report 
_ comes from all parts of the coun- 
ry 


The increasing number of home own- 
ers in towns and cities who are fenc- 
ing their back yards and erecting par- 
tition fences presents a market for 
ornamental fence that cannot be ig- 
nored. This is in addition to the 
rural market, which is always good. 
Are you prepared to take advantage 
of these opportunities? 


The merchant who carries the Ko- 
komo Line of ornamental lawn fence, 
gates, flower bed borders and trellis 
will step into the lead right off the 
bat and hold that, lead. 


For the Kokomo Line is a quality line, 
backed by twenty-eight years of lead- 
ership. Made of an extra high-grade 
galvanized wire and strongly built, 
Kokomo Fence pleases those who ap- 
preciate the best and its handsome 
appearance appeals to every one. And 
another point: Every foot of Kokomo 
Fence is sold with a guarantee that 
it “will be just as we represent it in 
every way. 


Kokomo Fence means quick turnover 
and a good margin of profit. It 
builds good will among the most ex- 
acting customers. 


Kokomo Steel and Wire Co. 
Dept. D Kokomo, Indiana 








Kokomo Style ‘‘L’’ fabrie {is one of 
the most popular designs on the 
market today. It answers every 
requirement for an all-purpose fence. 





Kokomo Style ‘‘M’’ combines strength, 

durability and beauty. And it is sold 

at a price that is surprisingly low. 
A real leader for YOUR line. 





Kokomo Walk Gates have rigid 1% 
inch steel frame. Furnished with 
spring latch and with plain or 
ornamental top. Substantial aud 
long-wearing. 











|KOKOCMO 





ORNAMENTAL FENCE 


style I complete tence~Ball ornaments 
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Works at Fairhaven, Mass. 


ATLAS TACK CORPORATION 


Have you seen our 
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A 3 oz. package to retail at 5c. 


peat 


A variety of plated steel tacks for a variety of purposes, in an at- 
tractive display case and the packages are in two colors. 





Fairhaven, Massachusetts St. Louis, Missouri 








Works at St. 


Louis, Mo. 
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HIS FOX has come to the : 
wrong chicken coop. Here | 
Clinton Brand Poultry Netting is | 
4 responsible for the safety of the 
% flock and as usual does its work 
H ie well. : 
& Clinton Netting keeps strong and ; 
a ( shapely winter and summer, giving 
& } protection and wear that satisfies 
the user. 


+ sealant 5 


The dealer’s reputation is woven 
into the wire he sells and years of 
enduring satisfaction have proven 
| Clinton Brand a good name with 
A ° ° 

which to be associated. 


American Wire Fabrics Corporation 


Subsidiary of 


Wickwire Spencer Steel Corporation 


General Offices: 41 East Forty-second St., New York 

Western Sales Office: 208 South LaSalle Street, Chicago 

Worcester Buffalo Philadelphia Cleveland Detroit San Francisco 
Los Angeles Seattle 


Mieiied, 





Neen nn nn nn nn nn 





28 HARDWARE AGE January 1, 1925 








AAT 








1 tga EEETE hoes 
Ree rot. 


i < om Y, 8s bi Sager Soe ae 
Pan Th Pe Re PR re 





yt 

“¥4 
ib ts, 
ye 
9 
' see 
ae 
“ 
vas 
pe 
ee 
ayia 
Pan 
eS 
Aa 
ae © 
’ 
bye 
Lee a] 
> saps 
é&. 
Sat 
ae 
rel 
os 


Millions Are Reading 
OFF’N’ON TIRE CHAIN Advertising 


ORE than five million separate messages are being sent each month through 
national magazines to car owners, telling and illustrating the advantages of 
OFF’n’ON TIRE CHAINS. 


4 
e 





The public now knows that there is one tire chain that needs no tools: has a real 


lock and cross links easily replaced by hand. 





That’s the chain the motoring public has been waiting for and will buy. Get your 
share of this profitable WE tot by stocking OFF’N’ON TIRE CHAINS before chain 
weather arrives. 


Every Orr’n’On TIRE CHAIN dealer is supplied with an attractive window display 
in eight colors that tells the public that the dealer is headquarters for the chain 
they want—the OFF’N’ON TIRE CHAIN, in regular and balloon sizes. 


PYRENE MANUFACTURING COMPANY 


Newark, New Jersey 
CHICAGO ATLANTA KANSAS CITY SAN FRANCISCO 


Makes Safety Certain 


Makers of Pyrene Fire Extinguishers 
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The 
“Universal” 
Model is 
the most 
dependable 
Automatic 
Windshield 
Cleaner built 


It is used as ‘standard 
equipment by 40 auto- 
mobile manufacturers. 
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smaller 

and 

lighter 

than the 
“Universal.” 








It is operated on the same 
principle as the famous 
‘Universal” Model. 
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This is Your Business! 


Selling Folberth Automatic Windshield Cleaners is a sure way 
of building up a permanent, profitable business. They have es- 
tablished themselves so firmly in the confidence of motorists 
that a minimum of effort is required to sell them. And when 
they are sold they stay sold! There are no servicing costs later 
to eat up your profits, because Folberths are built to last! 
If you are not sharing in Folberth business, you are neglécting one of the 
best profit-making opportunities in the automotive field. This business is 
your business. When are you going to start? Ask your jobber or write us. 


THE FOLBERTH AUTO SPECIALTY CO., Cleveland, Ohia 








The Folberth “ Parts- Kit” contains an as- 
sortment of Folberth parts —a free set of 
installation and adjustment tools and a 
liberal supply of advertising folders. Every 
Folberth dealer should be provided with 


these kits. . ." 
SOS _ oa 
> aN List Price 
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- Ten-Eighty 99 : 
Garage Door Hardware : 





Folding-sliding garage doors—if equippea wheels, ball-bearing swivel, vertical side 
with “Ten-Eighty’’ hardware—meet every rollers, one-piece malleable frame, cold 
requirement. They are weather-tight, can- rolled steel pendant, and malleable apron. 
not sag or slam, occupy little space, and The malleable brackets supporting the con- 
operate freely and easily. cave tread trolley tracks permit ready posi- 
“Ten-Eighty” hardware—with its many ex- tive adjustment laterally and vertically. 
clusive features—is supersss to any other. Ask your favorite hardware source regard- 
The hangers have locking lateral and ing A-P products—or write us. Catalog 
vertical adjustments, roller-bearing steel upon request. 


ALLITH-PROUTY COMPANY 
DANVILLE ILLINOIS 


Manufacturers of: 


Door Hangers Overhead Carriers 
Garage Door Hardware Rolling Ladders 
Fire Door Hardware Spring Hinges 


Representative Jobbers Distribute A-P Products throughout the 
United States 


RIGHT HANGER FOR EVERY DOOR 
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What the Editor Thinks 


Who Started It, Anyhow ? 


HO started this “Good Resolutions” 
business, anyhow? ‘Ten to one, it 
was a half brother of the fellow who 
wrote the blue laws. 

It’s a funny thing, but every habit my 
better self wants to clamp a resolution on, 
turns out to be one my common every day 
self is more than satisfied with. 

When my conscience says I really should 
get to work on time every morning, some 
evil genius makes the old bed four times as 
soft as usuaJl. When I solemnly resolve to 
quit smoking, somebody presents me with 
a box of “clear Havanas.” When I decide 
to work more and play less—the weather 
improves, and every man I know either 
plays golf or plans a hunting trip. Just as 
I enter into an agreement with myself to 
wears a smile regularly, somebody sics a 
book agent or a life insurance hound on me 
and makes me out a liar. 

And yet—there’s a lot of satisfaction in 
a good resolution. It bolsters up your 
moral courage and gives you something to 
brag about. 

Besides—sometimes they last for a whole 
week. 


The Customer Is Still King 


HE average customer has a peculiar 








viewpoint concerning a store. He ~— 


silently takes good service for granted, 
» but if the slightest hitch occurs in the service 
facilities, he tells the world about it. 

Perhaps he has been over educated, or as 
some would say, pampered. Be that as it 
may, the American customer demands a 
high standard of service, and insists on hav- 
ing it every day in the year. 

He may visit half a dozen departments 
and get attention, courtesy and satisfaction, 
but if he is treated indifferently in a single 
instance, that one slight looms larger in his 
mind than all service he has received. When 
he meets Bill Jones who talks of buying a 
tool chest or a radio outfit, he says—‘‘Steer 
clear of the Border Hardware,” and then he 
proceeds to bear down on the one untoward 





incident that ruffled the even tenor of his 
ways. 

It’s no secret that the American public 
has little use for the “almost always right” 
brand of service. It must be “always right,” 
otherwise the turnover of customers soon 
outruns the turnover of merchandise. 

If you are one of those merchants who 
merely shrug their shoulders and say, 
“Well, we can’t suit ’em all,” you are out 
of line with present day merchandising. 
Some other fellow with a closer supervision 
of service details may find a way to “suit 
‘em,’ and thereby suit his business. The 
customer is still King. 





The Personal Side of 
Advertising 


HE president of a large manufactur- 
ing firm recently had this to say in re- 
gard to selling: 

“Those of our dealers who advertise con- 
sistently, sell approximately four times as 
much as those who do not advertise.” 

“We know this,” he explained, “because 
we make frequent investigations. Our rec- 
ords serve as a perpetual inventory of the 
amount of advertising done by our dealers, 
and by their local competitors.” 

It certainly looks as though advertising 
has become a part of the retail business. 
However, the advertising of a retail mer- 
chant embraces more than what goes into 
his newspaper space. It takes in window 
and interior displays, personal visits, cir- 
culars, letters and post cards. ‘The dealer 
who builds up a live personal acquaintance- 
ship with his customers, who gives real ser- 
vice, and whose stock and organization are 
adequate to the wants of his trade is adver- 
tising in a thoroughly sound and beneficial 
manner. Nevertheless even that can be 
profitably backed up by the kind of adver- 
tising we hear most about. 

The gravest fault with the newspaper ad- 
vertising of the average merchant is that it 
lacks individuality. It is just an ad with- 
out any of the brisk, cheerful personality 
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of “John Jones Hardwareman” in its 
make-up. It reads like a stock report and 
therefore lacks pulling power. People want 
to trade with human beings, not automatic 
machines. 

When the retailer once learns to make his 
printed advertisements sound like his oral 
conversations he will have solved his adver- 
tising problem. It is mainly a case of being 
‘‘vourself” in print, just as you are on the 
street or behind the counter. 


Afre You Ready for 
Prosperity ? 


OOD business men—men accustomed 
(J to gauging trade conditions and pos- 
sibilities—see ahead of them a 
healthy business revival. They see in extra 
sales from reasonable, varied stocks, an ex- 
tra profit to offset some of the lost sales of 
the past. They predict a golden year for 
the merchant who holds his prestige and the 
confidence of his customers. 

They further say that if merchants re- 
frain from carrying reasonable, sane stocks 
of merchandise, jobbers will be forced to 
curtail their purchases; that manufacturers 
will produce only to their financial limit and 
then stop production; that when the spring 
demand opens, there is a distinct probability 
of light retail jobbing and manufacturers’ 
stocks which will be quickly absorbed. Then 
may come shortages, lost sales, lost profits 
and higher replacement costs—The old 
vicious circle. 

You can sell only what you have to sell. 

You can profit only from sales. 

You can hold trade only by supplying the 
wants of that trade. 

When your annual inventory, which deals 
with the past, is out of the way, it might be 
good policy to take another based on what 
the future has in store for you. 


The Hardware Merchant's 
New Year's Resolutions 


E It Resolved: That during 1925 we 
will individually and collectively, think 
optimism and practice optimism. 

That we will give to our customers and 
to the communities in which we live, the best 
possible service consistent with good mer- 
chandising. 











That we will at all times carry in our 
stores and warehouses, a sufficient range 
and stock of merchandise to meet the rea- 
sonable demands of our communities. 

That we will do our utmost to sell our 
customers all of their hardware needs, 
charging them a fair and reasonable profit 
for the service rendered. 

That we will meet our obligations with 
promptness, taking the discounts to which 
we are entitled. That we will not encroach 
upon the discount privilege, but will treat 
the jobbers and manufacturers fairly, as 
we would wish our customers to treat us. 

That we will bend our energies toward 
the educating of our employees, thereby 
making them worth more to themselves, 
their communities and the stores they serve. 

That we will work in harmony with our 
fellow dealers, attend the trade conventions 
whenever possible, and do our part to build 
up the hardware business as a whole. 

Finally: That we will be loyal, patriotic, 
law abiding American citizens, conducting 
our lives and business efforts in such a way 
that we may be worthy of the country in 
which we live, and the confidence, good will 
and patronage of those we serve. 





Take a Look at Your Business 
Speedometer 


OST of us remember those halcyon 
days when it wasn’t necessary to 
sell goods. People simply came in 

and bought them. If We didn’t have what 
they wanted, they took the next best thing. 
As the cartoonist aptly expresses it, “Them 
days is gone forever.” 

There are many merchants who do ap- 
proximately the same amount of business 
each year. Check up on your own sales 
month by month; compare the figures with 
those of the same month over a period of 
years. 

If your business does not show a gain 
over a period of years, take an inventory of 
your surroundings. If that inventory 
shows that your community is growing, 
that your competitors are forging ahead, 
it’s time for you to go out after business. 

The successful merchant of today is the 
one who first earns his reward and then 
goes out and collects it. 
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Tire Specials 
Increase Hardware 


Sales 50 Per Cent 


- 


N this article you will find some valuable 
suggestions on securing a rapid tire turn- 
over. Last year, for example, The Geo. A. 



















Lowe Co. turned its auto accessories stock 
five to six times. 








HE Geo. A. Lowe Co., Ogden, Utah, carries 
T stock of automobile accessories that averages 

between $6,000 and $7,000, including tires. It 
turns this stock over five to six times a year by carry- 
ing complete lines, protecting its big customers on 
prices and by holding special sales every April and 
October. 

The necessity of carrying complete lines is fre- 
quently demonstrated, and the firm has found from 
experience that only by stocking complete lines of 
reputable merchandise is it able to maintain its sales 
level and expand its business. C. Henry Turner, 
manager of the store’s retail department, is a firm 
believer in stocking complete lines and also in pro- 
tecting customers against price cuts. The Geo. A. 
Lowe Co. sells a number of large garages in the West, 
and by taking care of its customers so that they are 
able to meet local conditions in a legitimate way it 
has won the confidence and continued trade of some 
of the biggest buyers in Utah. 

Every April and October the firm holds a special 
sale and features 30 x 31% tires for Fords at a special 
price. This brings into town a large number of farm- 
ers from all over the surrounding country who not 
only take advantage of the tire sale but also do a lot 
of spring and fall shopping for various kinds of hard- 


ware merchandise that the Geo. A. Lowe Co. carries. 


The general sales of the company increases some- 
times as much as 50 per cent during the time these 
special auto accessories sales are being held. 

Four window displays a year are devoted to auto 
accessories by this Utah concern, and in the opinion 
of Mr. Turner, larger sales could be obtained in this 
line if more displays were given to it. The interior 
displays are effective and centrally located so that 
anybody entering the store cannot fail to see the 
large stock of accessories available. 

It is necessary, Mr. Turner says, to have men who 
know cars and the value of accessories of different 
kinds. That is, he believes that an accessories sales- 
man should familiarize himself not only with the stock 
that the firm carries, but also with the purposes for 
which item is intended by the manufacturer. He 
should know how to attach it on the car of a customer, 
if necessary, and how to use it to the best advantage. 
If he doesn’t know the purpose of the article he is 
likely to make false statements regarding it, without 
any intention of deceiving the buyer, but which re- 
act unfavorably to himself and to the firm he repre- 
sents. 

Selling auto accessories is similar to selling any- 
thing else in hardware, according to Mr. Turner, ex- 
cept that the salesman has to keep better posted about 
price changes, style changes and new goods. 








The Holiday Pause Not Necessary 


ALESMEN can do a distinct favor to dealers by 
suggesting that selling efforts be not allowed to 
sag following the holidays, as is often the case. 
Many merchants feel that after the Christmas rush 
is over, there must be a pause in trade—that the 
public is tired of being invited to buy. But the 


wise dealer does not look at it that way. He follows 
the Christmas splurge with a consistent selling cam- 





paign because he has found that it pays, for he 
realizes that while people will not be looking for 
holiday gifts, they have their everyday needs and 
can be depended upon to fill them if the proper 
effort is put forth by dealers. 

These remarks are based upon experience and not 
upon theory. They are worth carrying forward to 
dealers. 

Meridith’s Merchandising Advertising. 
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Let Bill Tell It! 


A Letter from Bill Clark to His Senior 
Partner While on an Extended Trip 


By Ernest A. Dench 


PHILADELPHIA, 
MONDAY. 


6 EAR MART: 
“This exploration trip of mine is panning 


out like a movie. It’s sure one succession of 
hardware and house furnishing displays. I don’t know 
how some of these big city guys get away with it. 
We have had some punk windows in the past, but 
nothing like those I have seen coming down from 
Callarsville. Our two tame competitors don’t cause 
us to apply beauty treatment to hammer out the worry 
wrinkles. With hardware retailers almost as plentiful 
as United Cigar agencies, plus the five-and-tens, the 
Wanamakers and near Wanamakers, and the house- 
furnishings hang-outs, I imagine it’s a case of stepping 
lively in the big city. 

“Philadelphia is as quiet as a Puritan village on Sun- 
day. I killed time by running out to Germantown, 
which is one of the Quaker City’s suburbs. I feel 
almost ashamed for using these dealer helps to stuff 
up some of the drafty holes in our stockroom dump. 
We ought to put in a display like the one I saw on 
Germantown Avenue. You know how you and me 
clash on color schemes. You will have your gorgeous 
colorings and they frequently clash like an automobile 
being opposed by a train at a railroad crossing. Let’s 
call it neutral and work in a gray once in a while. 
It’s a peaceful sort of color and seldom needs the riot 
eall. This concern I am telling you about, the Darrow 
Company, ran gray paper all along the background and 
the sidewalks. Now, this is the part that will please 
you, Mart. You know how you almost wept when | 


refused to use that semi-circular showcard in rainbow 
colors. Well, this was tacked to the center of the 
background. I’ll take all the harsh words back, be- 
cause this blended, like good coffee, with the gray back- 
ground. I had to see it done in order to be convinced. 
Several large saws formed an outer border around the 
side walls, and inside the saws were such articles as 
hammers, locks and other tools. Neatness is the word 
to describe this arrangement. Several lithographed 
showcards were arranged around the sides of the win- 
dow floor. But what took my fancy, so to speak, was 
the notion of grouping several of the tools in question 
around each advertising sign. This ‘atmosphery’ dope 
we hear so much about in the movies (we do learn a 
lot from the movies, don’t we, Maft?) ought to go in 
our window shows. That old carpenter’s bench we have 
around I have now found a use for. Darrow’s had an 
identical bench at the middle of their window, the 
bench being cluttered up with all sorts of tools a 
mechanic might use. You must pardon me for harping 
on this ‘atmosphery’ stuff again, but I can’t help it. 
I immediately fell for the pieces of partly sawed lum- 
ber, some marked with a lead pencil and others ruled 
for sawing, that were stuck in the bench. The only 
thing I could not smell was the sawdust and shavings, 
and when I put in this window I’m going to coat the 
floor with them. I saw some other good displays in 
Philly that I have filed away in my think dome, but I 
leave here in the morning for Newark, where there 
are some live hardware stores, I am told. 

“Atmosphery yours, 

“BiILl,.” 
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Sell household efficiency, says Mrs. 

Brands. Not so much wood, iron or 

machinery. When you sell the uses 

of an article before the article itself, 

you are a merchant—not merely a 
store keeper 


Sell HouseKeeping 


Efficiency 





By Mrs. Phyllis L. Brands 


worth of goods from hardware stores, as a 

housewife, I believe I am competent to put 
my finger on the weakest spot in the sale of home 
equipment by hardware stores. 

They sell wood, iron or machinery, instead of 
household efficiency, as they should. 

After all, this is a very natural mistake. Hardware 
stores have only in recent years been selling a lot 
of goods to women. Their customers used to be car- 
penters, machinists, and men with mechanical occupa- 
tions. Selling washing machines, electric toasters, 
silverware, vacuum cleaners, radio sets, etc. is a new 
development. I remember that I used to positively 
hate going into a hardware store. It smelled so dis- 
agreeable; the clerks snickered if a woman tried to 
describe in a woman’s language what she wanted; 
and the other customers were mainly dirty painters 
and mechanics. 

Today I find just as many women as men in hard- 
ware stores—if not more women than men; and its 
windows are, as a rule, dressed for women. Why? 
Because its most profitable lines are now woman- 
appeal lines. 


A on having bought many and many a dollar's 


ea teeta: ae 


But, xfevertheless, so many hardware dealers do 
not know how to appeal to women and sell more to 
women. The reason is as I have stated above—that 
they sell machinery rather than household efficiency. 
They are not able to visualize it in its relation to the 
home. I suppose one reason for this is that the 
average hardware store clerk is an unmarried young 
man. What does he know or care about household 
eficiency? He is more interested in how a vacuum 
cleaner works than what it can do. But he can be 
trained to the job of selling from the housewife’s 
angle. Housewives don’t care a rap for machinery, 
but do care a very great deal for reduced household 
labor. : 

The first thing to teach the hardware salesman is 
the modern*idea of labor-saving housekeeping; the 
idea of system and plan in housework, and the use 
of up-to-date tools. It will do no harm if he tells his 
customer that modern inventive and management 
science is bringing the same benefits to the home job 
that are being brought to the factory workman at his 
bench. He should show how it is out-of-date for 
women to stoop at work, or scrub on their knees, or 
wash with their arms as our grandmothers did. He 
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. can interest any woman who doesn’t possess one, in 
the long-handled mops, cleaners and dust-pans, by 
talking on this subject. He can have facts at his 
command to show how long it takes to do an average 
week’s family wash by hand and how long by elec- 
tric washer. He can point out what many a sales- 
man doesn’t know—that new improvements in soap 
and modern type washers now make washing far 
easier than before. He can show a woman how to 
lay out her kitchen to save steps—by grouping her 
equipment properly so that preparing and clearing 
away (the two distinct parts of the kitchen work) 
are not criss-crossed in a way compelling many extra 
steps. He can show a woman how to save gas and 
labor by using the waterless cooker or double boiler; 
he can help the bride intelligently select a complete 
kitchen equipment. 

In my limited space I cannot go into more specific 
detail, but I am sure you see what I mean—that the 
hardware store salesman can be a guide, counsellor 
and friend to housewives, at good profit to himself, 
if he will only take the time to really sell creatively. 

As it is, the average salesman has to be prodded 
and quizzed energetically by women customers to get 
out of him even the ordinary mechanical information. 
A woman must be half or two-thirds “sold” before 
she enters the store if she buys, for she gets very 
little constructive help. She is told the usual mean- 
ingless adjectives about the goods, but it all sounds 
hackneyed; the same adjectives are used to describe 
percolators, washing machines and _perambulators. 
They are all equally ‘‘well constructed,” “durable,” 
and “efficient.” But we women want to know a lot 
more about our purchases of household equipment 
than that. Why is it that a man entering a hard- 
ware store to buy a radio set, gets a flow of language 
from the salesman, full of information and interest: 
whereas a woman inquiring into the relative merits 
and values and performance of some household ap- 
pliance gets an uninteresting, stale and empty sen- 
tence or two full of cheap adjectives? The reason 
is that the clerks are personally interested and in- 
formed about radio, whereas they are bored to death 
with household lines, because they have no idea of 
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or interest in women’s problems. They will tell you 
a certain cleaner is good to clean lace curtains with, 
whereas if you tried it, you would ruin the curtains. 
They will answer evasively and ignorantly when you 


39 


ask them to explain the use of one of the special © 


aluminum utensils sold. 


In other words, the average hardware salesman is : 
extremely deficient in the very knowledge that could : 


most stimulate sales in the store’s most profitable 
lines—household equipment. Isn’t this a fact which 
every honest hardware dealer will admit? 

Well, then, why not train these salesman more 
definitely? You wouldn’t let a man sell you radio 


goods who has no working knowledge of radio; you © 


compel the salesman to be versed in it. Why not 
also see that you have salesmen versed in some degree 
of practical household lore? As a matter of fact, I 
have never understood why good women salespeople 
are not employed for some of this work, since it 
should be easiest to get practical knowledge that way. 
But be that as it may, the need remains for practical 
knowledge. Sometime ago a hardware dealer sur- 
prised me by writing me that he was compelling his 
salesmen to read a good book or two on household 
efficiency. I praised his action highly, and pass on 
the suggestion. 

I also often wonder why hardware dealers don’t 
show more thought in planning window displays of 
various kinds, featuring household goods. They per- 
mit a single manufacturer to make good use of their 
window: why not also get up a window display of 
their own, featuring, let us say, all their cleaning 
tools, and then talk cleaning as a job, in woman’s 
language? The same holds true of hardware store 
advertising. It so rarely talks “household language.” 

Spring is almost here, and what it means to a 
woman will perhaps never be quite understood by 
the average hardware dealer. Why not aim to be 
really helpful and full of suggestions of a practical 
kind? It’s the very life and breath of your business— 
snap in and show us housewives some “speed” in go- 
ing after your trade! Never were there so many 
live commodities to sell. and We're waiting to be 


sold ' 











Mr. LLEW S. SOULE, Editor, 


HARDWARE AGE, 


Must New York, N. Y. 
Give DEAR SIR: 
Word 


“American” 


239 West Thirty-ninth Street, 


We have read with a considerable degree of interest the article on page 61 
of the Dec. 4 issue entitled “How Long Is the Word American to Remain Cheap?” 
Probably the manufacturers of the country appreciate this situation as well, 


I if not better, than anyone else, and it does seem a shame that some kind of a 
ts concerted effort is not being furthered to change the attitude of the average 


cousumer. 


Right 
Place 


It is a fact that no one surpasses us in quality of manufactured 
products, whether it is toothpicks or threshing machines. We as only one small 
manufacturer are not only ready, but anxious, to help in a movement that will 


place American products in their rightful place in the minds of the consuming 


public. 


Yours very truly, 
(Signed) C. L. HORNING, Vice-President, 
The Geo. W. Korn Razor Mfg. Co., 
Little Valley, N.’' Y. 








ON wore oneteenee 


ertnctes 


ee a ee ee 


apiitubeeea tt. chaser coat ae AR DIT RA TL ERR Ow 


eR * 








40 


HARDWARE AGE 


January 1, 1925 





Greenville Hardware Company 


HEAVY AND SHELF HARDWARE 
====SPORTING GOODS=——— 
Phone 154 
Greenville, S. C. 


June 20, 1922. 


To Our Customers and Friends:- 


On and after July 1, next, we will discontinue all charges 
We regret very much the necessity of adopting 
this method, but conditions in our business are such that we enter 


to personal accounts.. 


into it by compulsion rather than choice. 


We sincerely hope that all concerned may understand and o> 
appreciate our position in this matter, and in all our future deal- 


ings that we may be better able to serve and to satisfy. 


the past. 


Yours for good treatment, 


| aie 


Greenville Hardware Company. 








G04 Pendleton St. 


We earnestly solicit your continued patronage and, in con- 
clusion, we wish to thank you, one and all, for favors shown us in 








x4 ERE is_ the letter 
eet which the Greenville 
Hardware Co. sent to its 
customers when it put its 
business on a strictly cash 
basis. This move proved 
unusually successful and 
resulted in reducing over- 




















head 10 per cent as you 
~ will find out when you read 
this article. 
——_———— 





Selling on Cash Basis 





Y changing its policy of extending credit and by 
establishing a cash business the Greenville Hard- 
ware Co., Greenville, S. C., in less than a year 

cut down its overhead between 5 and 10 per cent. The 
letter announcing the change of policy to customers 
is reproduced on this page, and shows how simple the 
matter is if a merchant really wants to undertake the 
change. George W. Brown is owner and manager of 
the firm. 

Furthermore, the change from credit to cash showed 
tn increase in sales. On a cash basis the firm’s busi- 
ness was 20 to 25 per cent more in 1923 than it was in 
1922 when it was on a credit basis, although it should 
be noted that the change was made in June, 1922. 

Mr. Brown, in speaking about the change, said that 
he considered the matter for many months before he 
decided to undertake it. He sent out letters to all cus- 
tomers and advertised in the newspapers, fully an- 
nouncing the change of policy. At first, he said, there 
was a noticeable falling off in business. But after a 
few weeks, customers began to come back (which in 
itself speaks volumes for the store) and many new 


Reduces Overhead 10% 


customers began to come, on the cash and carry basis, 
which enabled the firm to do more business at less 
overhead. 

The firm at the time of the change had about 1,000 
accounts on its books. Of that number between 300 
and 400 had to be collected every month. Collecting 
slow accounts required the time and energy of one 
man and a Ford car about one-third of the time. 
Naturally, that cost money, to say nothing of the ex- 
pense of bookkeeping, stationery, postage and the 
other miscellaneous expenses that as everybody knows, 
add and multiply the cost of doing business. 

. All of that was wiped out when the business was 
changed and run on a cash basis. However, the firm 
still retains a few large corporation accounts which it 
has had for years and which, from every indication, 
it will continue to have for years still to come. Those 
are good sound accounts, of firms that discount their 
bills. But all the petty accounts that took time and 
trouble to collect, and which cost more to handle than 
they were ever worth, have been killed and the busi- 
ness of the firm is the better for it. 








Next Week 


E will publish another installment in the series of cutlery articles by John Cassin, in 
which an important phase of cutlery merchandising will be discussed. 
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Help the Housewife 
Get Rid of the 


“Glorified Peddler” 








pestered by peddlers. She is good hearted, and 

dislikes to turn people away, but she secretly 
hates to answer the door bell only to be confronted 
by a house-to-house peddler. As she becomes en- 
lightened, through proper publicity, on what it means 
to buy from fly-by-night canvassers, she will be still 
more reluctant to open her doors to them. 

The housewife will welcome any assistance that will 
rid her of this peddling nuisance. In her attitude 
there is an opportunity for the local hardware mer- 
chant to be of service. 

Roy R. Wilson, Decatur, IIll., wrote us recently as 
follows: ( 

“In Decatur, a town of approximately 50,000 people, 
we have noticed a large increase in the number of 
house-to-house solicitors. They will average from one 
to four and five daily at my own home. Their number 
is becoming quite a source of vexation to the lady of 
the house, whom they all insist on interviewing, fre- 
quently calling her from various tasks in remote parts 
of the house, when she does not want to be disturbed. 
I think the large number of these solicitors will 
eventually be the source of their downfall from the 
fact that they are a general nuisance. 

“In the meantime, if all merchants were to feature 
a neat card with the wording: ‘No solicitors or agents,’ 
many people would gladly post them on their steps or 
in other conspicuous places. It would pay the trade 
to give these away, having them made from substantial 


‘ o- average housewife doesn’t want to be 
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This Means 
You 

















oiled paper. I do not believe that there are many house- 
wives who would not welcome a means to protect them 
from this bother.” 

A few days later we received another letter from 
Mr. Wilson in which he said: 

“To test my convictions on posting ‘no peddling’ 
signs, I procured one and posted it on the porch risers 
of my own home. Mrs. Wilson says that there has not 
been an agent step over it since, while we had been 
having from one to half a dozen per day. I am mail- 
ing sample of this card, which could be purchased in 
quantities and paraffined to make it waterproof, for 
not over one cent each.” 

We believe that Roy Wilson has hit upon one of 
the most effective weapons a merchant can use in 
combatting the peddling nuisance. However, the cam- 
paign should not be a one-man campaign. It should 
include all the merchants in each town. The hardware 
merchant can and should take the leadership, by 
calling the other business men to meet with him, and 
presenting the “Card Idea” to them. 

Neat weatherproof cards could then be obtained in 
larger quantities at a very nominal cost. With every 
merchant giving these free eard signs to their cus- 
tomers, it should not be long until every home in your 
town bears a message to the peddler stating that he 
is “not wanted.” 

Let’s put Roy Wilson’s idea over, and thereby 
effectively aid the housewife to get rid of The Glori- 
fied Peddler. 














Let There Be No Misunderstanding 


HEN we refer to the “Glorified Peddler” we mean the representative of a manufacturer 
who has no retail sales outlet—and not the manufacturer’s representative who works in 


conjunction with the retailer handling his product. 
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More Letters on 


Peddlers Take Millions of Our 


Dollars 


Mr. L. S. SOULE, Editor, 
HARDWARE AGE, and to the 
Hardware Trade throughout America 


GENTLEMEN: 

The splendid article in the Nov. 20 issue of HARD- 
WARE AGE on the subject of the “Glorified Peddler”’ 
has been brought to my attention not less than twenty 
times during the past two weeks. 

I have read it with deep interest and feel gratified 
that HARDWARE AGE, the foremost trade publication 
in the field, is now strongly behind a national and 


sight, their diligence, and to years of tireless effort, 
have likewise seen these canvassers enter their dis- 
tricts and with fine-tooth combs canvass the homes of 
their relatives and customers, peddling their wares, 
packing their grips to return again after a time to 
follow through on the initial “clean up.” 

In turn the merchant, the taxpayer, the citizen, the 
man interested in and contributor to all things civic, 
has continued to keep store and for the most part to 
keep silent. 

Isn’t it high time that the manufacturer, the whole- 
saler, and the merchant join up for the duration of 
the war and support you in a campaign of offense to 
be waged without fear? 








national. - 


Peddler”: 





ested.”’ 


Franklin G. Smith, President 


N addition to being president of a nationally known brush 
manufacturing company, Franklin G. Smith is actively in- 
terested in civic and commercial organizations, both local and 


He is president of the Osborn Mfg. Co., treasurer of the 
American Brush Manufacturers’ Association, a director in the 
Cleveland Trust Co., the Ohio Rubber Co., Foundry Equipment 
Manufacturers’ Association. He is also president of the Cleve- 
land Young Men’s Christian Association, a trustee of the Den- 
nison University, and has been actively associated with the 
hardware business for nearly 40 years. 

This is what Mr. Smith has to say about the “Glorified 
“IT wish to emphasize with all the force at my com- 
mand that if it were possible for us to sell ten thousand dollars’ 
worth of household brushes next year we would not be inter- 





Osborn Mfa. Co. 





organized movement to support the established mer- 
chant. 

Your “declaration of war” has aroused unusual in- 
terest and from the leaders in both the wholesale and 
retail branches of the hardware business I learn that 
the wheels are now in motion and that concerted 
action is to be taken to support you in your campaign 
for the protection of legitimate dealers. 

The legitimate manufacturer distributing his mer- 
chandise through legitimate wholesalers to the legi- 
timate retail trade has long watched with consterna- 
tion the rapid and consistent growth of the “Glorified 
Peddler” movement, which, as you point out, has been 
allowed to develop with the silent consent of the three 
factors most vitally concerned—the manufacturer, the 
wholesaler, and the merchant. 

As if apparently fast asleep all have allowed these 
canvassers to come into our industry and take away 
each year millions of dollars, and frankly our only 
comment has been our expression of surprise or 
amazement concerning the growth of this house-to- 
house business and the gullibility of the public which 
made that growth possible. 

The largest and most aggressive wholesale men 
whose businesses stand as monuments to their fore- 





I wish to emphasize, with all the force at my com- 
mand, that if it were possible for us to sell ten mil- 
lion dollars’ worth of household brushes next year 
through peddlers, we would not be interested. 

I am absolutely convinced that the peddler of mer- 
chandise from house to house violates not only the 
established ethical laws of American business, but 
that he thrives on the assiduously cultivated gullibil- 
ity of the American housewife as well. 

For several years I have watched the development 
of this new and illegitimate method of selling mer- 
chandise. With considerable alarm and surprise I 
watched the sales figures of the canvassing com- 
panies. I saw them mount higher and higher year 
by year. I saw each year admit into this enviable 
company new members. I saw the system spread its 
tentacles into every state and county in the country. I 
saw the legitimate dealer, the wholesaler, and the old 
established manufacturers lose business because their 
canvassing rivals took a short cut to the customer. 

With a full and definite knowledge of conditions, 
The Osborn Manufacturing Company determined to 
distribute its household brushes only through the 
legitimate wholesalers and legitimate dealers. 

We saw an opportunity to help in the movement. 
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We heeded the opportunity to step into the breach 
with quality merchandise which would make it pos- 
sible for wholesaler and dealer to recover part of his 
losses. 

That is why Osborn Household Brushes are not 
being sold from house to house, and why they will 
always seek their way onto the shelves of the good 
dealers in every community. The community dealer 
should have the community business. He has earned 
that privilege over a long period of years. 

Yours very truly, 
FRANKLIN G. SMITH 
President and General Manager 
THE OSBORN MANUFACTURING COMPANY 
Cleveland, Ohio. 


N.Y. Retail Hdw. Ass'n to 
Discuss Peddler 


Mr. LLEW S. SOULE, 

HARDWARE AGE, 

239 West 39th St., 
New York City. 

DEAR MR. SOULE—At direction of the president | 
have the pleasant duty to ask if you will speak at our 
convention in Buffalo next February (dates are 10 to 
13), and in the course of your remarks give some atten- 
tion to the “‘Peddler” question. 

Your recent investigation of the Peddling Evil 
subject places you in position to tell us hardware re- 
tailers the extent of the competition and to suggest 
a way of meeting it. We would like very much to have 
that advice not only through HARDWARE AGE, but per- 
sonally from its editor. 

If I am not mistaken you are also to speak at the 
Ohio convention the same week as ours, and it occurs 
to me that you might keep both engagements on the 
same trip. 

Will you kindly advise me at your earliest con- 
venience if we may be honored by your acceptance of 
this invitation and accept our best wishes for a very 
happy Christmas. 

(Signed) JOHN B. FOLEY, Secretary, 


New York Retail Hardware Ass’n, Syracuse, N. Y. 





Educate the Housewife 


Mr. LLEW S. SOULE, Editor, 

HARDWARE AGE, 

New York, N. Y. 

DEAR LLEW—Your editorials, “The Glorified Ped- 
dler,” have interested me very much, and I believe 
they will awaken retailers in general to a condition 
that must be faced. 

The first thing to consider is the fact that the 
peddler is here stay. Writhe under the unjust condition 
all we wish, the fact remains. Since the first tempter 
succeeded in persuading that first Woman, there has 
always been a persuasive voice to convince her that 
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she was being given a chance for improvement she 
could not turn down. 

Retailers come, retailers go, but peddlers prosper 
forever... When Ohio’s forefathers came out from your 
old and effete East—horseback, wagon, train or flat 
boat—the peddler was there, the biggest duck in the 
puddle, and drawing from the slim purses of those 
pioneers the price for wooden nutmegs and what not. 

Which is not holding up fair woman to ridicule— 
not when I have a mother, three sisters, a wife and 
three daughters—but in extenuation of her who tries 
to make a dollar as elastic as possible, because we 
expect it of her. 

Therefore, it seems to me the surest way to divert 
these dollars to the cash registers of the retailers 
where they belong is to launch a campaign that will 
enlighten the housewife in this one serious lapse. In- 
formation properly given will make her see. 

That the peddler who insists she buy the “brush 
needed in every home” contributes NOT ONE CENT 
to the taxes that educate her son, but some loyal re- 
tailer downtown DOES, and, incidentally, sells a brush 
just as good for half the price of the peddler’s brush. 

That the peddler, who insists she buy her hose frem 
him, never gave one cent to the Community Fund she 
worked so faithfully to put across; but some loyal 
retailer downtown gave a check in four figures, and, 
incidentally, sells the best brands of hose made. 

Bring to her realization that All the things to 
which she points with pride in her community— 
schools, institutions, roads—are made possible by the 
people who live there, not by the peddler who intrudes 
in her home. 

Modern woman is a resourceful, energetic creature, 
perfectly able to go down to a retailer for her shopping, 
and will not swallow the bait some peddlers hold out, 
“Shop in the privacy of your home.” That is quite 
passé; even Queen Mary shops downtown like regular 
folks. ’ 

I believe that legislation can help in this way. In 
our State we have legislation covering solicitors for 
sale of stocks and bonds, which necessitates the pro- 
curing of a license. This causes the spending of some 
money, securing reference and, perhaps, a bond. Ped- 
dlers could be licensed and taxed, this same tax made 
payable in each county they work. Graduate this tax 
for a certain length of time, and make it compulsory 
to wear a badge showing the peddler to be properly 
licensed. Even a tax on the amount of their sales 
would not be unreasonable. This would make them 
leave a little money in the community. But the issue 
would still remain. HOW to divert those wandering 
dollars to the cash register of the Community Builders. 
I’ve talked clear around and find I’m back right where 
I started. 

The women will have to help! You cannot legislate 
an idea as old as Eden. Training and knowledge will 


be the power. 
(Signed) CHAS. F. HAUCK, 


Chas. F. Hauck & Co., Springfield, Ohio. 
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Avoid Freaks in Radio 


é<¢ QO you handle radio?” and “What has been 

your experience with it?” are the two ques- 

tions that are bound to come up whenever 
two or more hardware retailers get into conversation. 
It is always helpful to hear the other fellow’s ex- 
perience and on a line like radio (comparatively new 
to many hardware men) first hand information is 
very welcome. 

Of course it is impossible for every dealer who is 
interested in radio to visit the Rock Island Hard- 
ware Company at Rock Island, Ill., and talk with Fred 
Lofgren, who has charge of the radio department 
although such a visit would be very profitable. The 
next best thing therefore is to tell our readers about 
it. 

When Mr. Lofgren started his radio department 
about three years ago, he anticipated that he might 
have considerable trouble through his lack of techni- 
cal knowledge of the subject. However he soon dis- 
covered that the knowledge required of him was 
largely a knowledge of where to obtain the various 
items that his customers called for—that the average 


customer knew what he wanted or at least thought 
he did and it was up to Mr. Lofgren to see that he 
got it. 

This energetic application of the law of supply and 
demand, however, had one very serious drawback. . 
Hardly a.day passed without someone dropping into 
the store imbued with the ambition to try out some 
new freakish “hook-up” that required an item or part 
that was not ordinarily stocked. If all these whims 
were to be gratified, it meant not only that would be 
a rapidly mounting stock but also that the stock- 
turn in the department would be materially decreased. 

It then occurred to Mr. Lofgren that the real prob- 
lem in radio retailing was not so much making sales 
as it was confining those sales to the items carried 
in stock and to complete sets. Consequently he posted 
himself on the results obtainable on the various types 
of hook-ups and manufactured sets and then began 
an advertising campaign to educate his customers to 
ask for the things he had. While Mr. Lofgren does 
not pose as an expert he has gained a good working 
knowledge of radio and can talk convincingly on it. 








New Electrical Records 





Four hundred million electric lamps, or more than a million a day, 
will be produced in the United States in the full year 1924, according 
to present manufacturing records. This total sets a new high mark 
for the country and shows an increase of about 15 per cent over 
the 1923 production, itself a record. 

The New York State Committee on Public Utility Information 
says the steady increase in the use of electric lighting has been 
paralleled by the growing efficiency of the incandescent lamp, and 
at the present time approximately twenty times as much light is 
purchased for a given sum as was purchased when electric lighting 
first began, forty-two years ago. 
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Ss Holiday 
Reflections 


By Saunders Norvell 


CCORDING to the point of view, there is one good 
Ac bad thing about a business paper. No matter 
what happens, it must come out on time. This 
makes everybody work with a fixed time idea. So, 
therefore and consequently, even though it is Christ- 
mas Eve, the poor “SALES MANAGER” must dictate 
his article just the same! 
* % * 

This will appear in that twilight zone between 
Christmas and New Years. In this period, each of us 
will feel according to his habits and our habits will 
be the result of our education, of our environment and 
of our mode of thinking. Some of us who celebrate 
the Christmas holidays in the old pagan manner with 
much eating and drinking and late hours, will be tired, 
sleepy and irritable during the days. 

:; % * % 


Salesmen will find it difficult to keep awake and 
listen to learned dissertations on how to increase sales. 
Sales managers and officials in corporations, by the 
grace of a close shave and a liberal application of hot 
towels, will fool themselves with’ the idea that they 
have the appearance of having had nine hours’ sleep 
the night before. Retail merchants will look at the 
wreck of their stores after the holiday trade and they 
also will feel. just exactly according to the manner in 
which they have spent their evenings! 

‘ & * * 


Therefore, it would seem that the important thing 
in business is not really so much what we do during 
the day but what we are up to at night because, as 
Mike Kinney once wrote, “A good day’s work starts 
the night before with a good night’s sleep.” 

* * * 


However, before I proceed with my highbrow medi- 
tations, I must turn to my old friends, the traveling 
salesmen, and tell them a little story I heard the other 
day. A salesman was sitting in a restaurant lunching 
on crackers and milk. Another salesman sauntered in 
and cried out—“Hello! Onadiet?” “No,” replied the 
abstemious salesman—‘“On a commission!” 

# x % 


These recent retail articles of mine have led a num- 
ber of active retail hardware merchants to write me 
letters in regard to present conditions in the retail 
hardware trade that are exceedingly interesting. I 
propose, after I recover from the effects of the holi- 
days, to reproduce these letters in full. To illustrate: 
In my mail this week, I have received long, well- 
thought out letters on the retail hardware situation to- 
day from prominent retail hardware merchants in 
Boston, Mass.; Dixon, IIl.; Mayfield, Ky., and St. 
Louis, Mo. These letters, you see are from places very 
far apart. These merchants are handling different 
classes of hardware trade. Each letter discusses the 
retail hardware problem from different angles. I am 
sure that not only the retail hardware merchant, but 


the manufacturer and the jobber, will be glad to read 

these letters as they are full of food for thought. 

When I submit these letters, I think I will be in a posi- 

tion to get back at the retail hardware merchant who 

wanted to know what I knew about the retail hardware 

dealer’s problems, anyhow! 
% * * 

This reminds me of an experience I had in the drug 
business. I was invited by the Dean of The Columbia 
University College of Pharmacy to address the gradu- 
ating class on the commercial side of keeping a drug 
store. A few days previcus to this enlightening talk, 
the Dean received an anonymous letter asking him, in 
the name of all that was holy, why he invited a hard- 
ware man to talk to the graduating class of pharma- 
cists. This letter went on to say that there were a 
great many very intelligent drug manufacturers and 
wholesalers who would have. been glad of the oppor- 
tunity to address the class. Therefore the writer coul 
not see why they had to call in an ex-hardware man on 
this occasion. Of course my anonymous friend was 
justified in writing this letter, especially as I later 
learned, he was a competitor. It was a good thing 
that the Dean let me see the letter because it stirred 
up all the Irish in my blood. I determined to give that 
class in pharmacy a good talk. and a talk entirely 
about the drug business. 

* * * 

Naturally, the most important and delicate work in 
the drug line is the filling of prescriptions. I went to 
the drug store of the leading prescription druggist in 
New York. I asked him to tell me, after his many 
years’ experience as a prescription druggist, the essen- 
tial things that a young druggist should know about 
filling prescriptions. This expert druggist talked to 
me for fully an hour. *I took down notes of all he had 
to say. I asked him questions on the subject until my 
head was perfectly clear. 

s * * 

When I made the address at the school of pharmacy, 
I first had the Dean read the cheerful anonymous let- 
ter about the hardware man. I then told the assembled 
class of about 300 that I had taken the most difficult 
problem of all in connection with the retail drug store 
and that I would speak on that subject, the subject 
being: “HOW TO FILL A PRESCRIPTION.” When 
I made this announcement, I regret to say there was 
loud laughter. This class of young men going into the 
drug business thought it was a huge joke for an ex- 
hardware man to attempt to tell them how to fill a pre- 
scription. I laid my notes on a desk in front of me 
and I went into that question of filling a prescription 
from soup to nuts. At first the audience sat there 
grinning at me. They were counting on some joke. 
As I proceeded with my discourse, I could see the grin 
disappear. Then they settled themselves in their seats 
and leaned forward. As I went on, I never had a morg¢ 
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intensely interested audience. They realized I was in 
dead earnest and I was telling them some facts about 
filling a prescription that are not found in medical 
text books. Finally I finished and I am glad to say 
there was a burst of applause. The Dean of the col- 
lege was good enough to say that in his many years’ 
experience in graduating classes, they had never had 
such an illuminating talk on the filling of a prescrip- 
tion. I told him privately, after the diplomas were 
distributed, where I obtained my information. He 
laughed heartily and also stated that the gentleman 
who had instructed me on the subject was possibly the 
best prescription druggist in New York, which perhaps 
means, in the world. Of course the moral of this little 
tale is that if you do not have the information your- 
self, there is always a way to get it. Another moral is 
that to be a student in any line of human endeavor, it 
is not always necessary to have had 40 years’ experi- 
ence in that line! 
% % * 

As I am full of the Christmas spirit and have wan- 
dered so far away from hardware, possibly you would 
like to know one of the points I told these future drug- 
gists about filling a prescription. I think this point 
is true, not only of a prescription, but of almost every 
other problem that comes before us in life. This 
eminent druggist said he always instructed his clerks 
when they were first handed a prescription to read the 
prescription over carefully from beginning to end; 
then close their eyes; next, in their own minds, to 
“size-up” the prescription, to figure out just what it 
was for and whether the prescription was well bal- 
anced—in other words—whether it was all right and 
whether the drugs called for stood in the proper rela- 
tion of quantities, one to the other. 

* + * 


‘ 

“Now’’—said this druggist—‘“the first thing a retail 
drug clerk should do in reading a prescription is to 
see if the doctor has made an error. He should study 
the prescription in the state of mind where he is 
actually seeking an error. Then’”—continued this drug- 
gist—‘“when an error is discovered, instead of having 
one of my clerks ring up the physician and say— 
‘Hello, doc! I guess you are dead wrong in that pre- 
scription for Mr. So-and-So’—I have my clerks bring 
prescriptions to me where they think there is some- 
thing wrong. It is my invariable rule in such a case 
to call up the physician myself and over the telephone, 
I would say something like this—‘Good morning, doc- 
tor! I have your prescription here for Mr. So-and-So 
and in looking over this prescription, I wondered if 
you wished me to send a certain quantity of Bella- 
donna.’ Then’’—said the druggist—‘“the doctor would 
usually ask me to read back that prescription to him. 
When I read it, naturally I would emphasize, by the 
tone of my voice, the part that I thought was wrong. 
The doctor would usually say—‘Yes, that quantity of 
Belladonna is all right, but I think you had better 
change this other part of the prescription.’ ” 

+ * *& 


“Don’t you see,” said the druggist, “we do not in 
this shop tell the doctors that they have made a mis- 
take. However, we give them an opportunity to cor- 
rect their errors. Doctors are only human and the 
chances are, if they are compelled to admit mistakes 
to a certain druggist, they will send their prescriptions 
to some other druggist. Experience has taught us it 





makes friends among the doctors and also may in- 
cidentally save a number of lives.” 
¥* * * 

The principle involved in this case will apply just 
as well to the hardware business. It has always been 
my experience that an argumentative salesman is a 
very dangerous man. A salesman who loves an argu- 
ment should give up selling and become a lawyer. Many 
a Salesman, by his ability in argument, convinces a 
customer that he is wrong but unfortunately, at the 
same time, he loses the account. It is not a good idea 
to prove to doctors that they have made a mistake on a 
prescription nor is it a good idea for a salesman to 
convince his prospect that he knows more about the 
prospect’s business than the prospect does himself! 
Then, situations that are too dangerous, or delicate, 
should be referred by the clerk to the “boss” before 


taking action. - ‘a - : 


Well, well, how far we have wandered away from 
the retail hardware store! After all, however, our 
studies up to this time point very clearly to one very 
important fact. The retail hardware man of the 
United States is holding the man’s business in some 
instances but he is losing the woman’s business. There 
may be a hundred viewpoints on the problem of the 
business that some retail hardware merchants are los- 
ing but a study of all these angles will show that the 
one big idea is they have failed to hold the business of 


women. . » s 


Now, of course, women always think that they are 
the closest buyers in the world. If you wish to stir up 
a red hot argument at any social gathering, announce 
the fact that the women of the United States are a lot 
of “dubs” when it comes to buying. Just try this and 
you will find that you have started something. The 
house will come down on your devoted head. 

* * * 


On the other hand, stop and think. The most ex- 
pensive commercial real estate in the world is used by 
concerns that depend almost entirely upon women’s 
trade. The highest rents in the world are paid by 
establishments who sell nearly exclusively to women. 
Could a retail hardware store, for example, pay the 
rent and exist on Fifth Avenue, New York, between 
42d and 60th Streets? I guess not. You will not find 
any retail hardware stores in that locality. On the 
other hand you will find store after store who devote 
their artistic and intelligent energies to selling to 


women. ‘. . . 


Have you ever studied the advertisements that catch 
the women’s trade? You can easily see them in any 
daily newspaper. Just read these advertisements and 
figure out exactly what they offer. I have done this 
time after time and from the descriptions of the goods 
advertised, I can not see how any intelligent person 
could indentify a single item. For instance, suppose 
‘‘a warm winter coat” is advertised at $26.99. What 
is “a warm winter coat?” How much wool? How 
much cotton? These advertising descriptions that 
seem to catch the dear ladies are certainly indefinite. 

* * * 


I turn to a paper on my desk and look up an ad. 
Here is one of the items: “Coats with luxurious Fur 


Collars and Cuffs, $60.” Now, will some one kindly 
(Continued on page 78) 
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The Palace Hardware Co. 
was founded 40 years ago 
and has been an outstand- 
ing example of progres- 
sive merchandising prac- 
tices since its inception 
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PALACE HARDWARE 











A Hardware Landmark 





Palace Hardware Co. has been a familiar land- 

mark in the downtown district of San Francis- 
co, Cal. The first is one of the oldest and best 
known hardware establishments in the United 
States. And today it is doing a larger volume of 
business than ever before-in its history. 


Fea more than thirty years the large sign of the 


in San Francisco 


The principal reasons attributed for this by T. E. 
Shucking, president of the company are: the depend- 
ability of the firm, and the fulfillment of all promises 
that are made; the location of the store on the 
main business thoroughfare of San Francisco; the ar- 
rangement of stock in the store which makes possible 
quick service and continual display of merchandise; 





Extreme depth is a feature of the store of the Palace Hardware Co. of San Francisco, and this interior view 
shows an ideal stock arrangement for a long store 
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departmentization ; 
turnover of stock. 

Forty years ago Frank P. Latson established the 
business in the old Palace Hotel building. In 1891 
the company was incorporated as the Palace Hard- 
ware Co. Its present site at 581 Market Street is 
in the heart of the downtown business district. 

The interior of the store is modern in every de- 
tail and the appointments are above the average. It 
has a 25 ft. frontage on Market Street and extends 
through to Stevenson Street, which is a depth of 
160 ft. As it is often said, this type of a store, long 
and narrow, requires special arrangement to make 
it convenient and well balanced. As may be seen 
from the accompanying photograph the company has 
been eminently successful in making its store at- 
tractive and comfortable by using a central horseshoe 
display case and wall display cabinets. 

The business is departmentized. At another time 
we will give some of the experiences and details of 
the company when it undertook departmentization. 
The departments are divided as follows: Builders’ 
hardware, sporting gocds, paints, automotive equip- 
ment, electrical goods, general and shelf hardware, 
and heavy hardware. Each department has a man- 
ager who does the buying for that department sub- 
ject to the approval of the principal. 

It is a point of pride of the company that it car- 
ries only leading American lines of. merchandise. 
It advertises extensively, as Mr. Shucking is a firm 
believer in telling people what you have to sell. The 


satisfied employees and rapid 
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store’s monthly advertising budget frequently ex- 
ceeds $300. Most of the advertising is done in the 
daily newspapers featuring seasonal goods or 
specials. 

Cash sales comprise about one-third of the total 
volume, the other two-thirds being in thirty-day ac- 
counts. 

The firm believes it is a good policy to have experi- 
enced and satisfied employees, and as a result does 
everything possible to make the men and women 
working for it both satisfied and competent. There 
are thirty-five employees all men with the exception 
of the girls in the office. One of the reasons why the 
store is said to be popular with the men working in 
it is that a bonus or division of the profits is distri- 
buted among the regular members of the sales force 
at the end of each month. 

Theodore E. Shucking, president and Sherman A. 
Sarle, vice-president both had years of experience in 
the wholesale hardware business before they joined 
the Palace Hardware Co. Mr. Shucking associated 
himself with the business in 1917. As a boy he en- 
tered the wholesale hardware firm of Huntington, 
Hopkins & Co., and remained with that concern 
through two changes of ownership. He has had 
thirty-seven years of experience in the hardware 
business. Mr. Sarle entered the Palace Hardware 
Co. in 1918. Before that time he was with Miller, 
Sloss & Scott, remaining with that concern and its 
ultimate successors, Baker, Hamilton & Pacific Co. 
until he joined the Palace. 





Practical Pyschology for 
Retail Merchant 


(Washington office of HARDWARE AGE) 
EN shoppers, surrounded by 
M. women, spend little money. 
Squeezed in among throngs of 
feminine buyers,’their natural inclina- 
tion is to get in and out as quickly 
as possible. 

These interesting observations are 
made by the Department of Commerce 
in a pamphlet soon to be issued on the 
subject, of Retail Store Planning. -The 
best business practice, therefore, in- 
dicates that it is better to separate the 
men’s department from the rest of the 
store and it is suggested that a section 
of the first floor partitioned off from 
the main establishment with street 
entrances of its ‘own will attract the 
men especially the bashful and timid 
ones. 

Satisfactory service to the com- 
munity at reasonable profit to the re- 
tailer is the object of up-to-date store 
planning, the pamphlet points out, in 
touching upon the principles which 
should govern the interior layout of 
retail stores. By “putting up a good 
front” the retailer inspires many a 
passer-by with a desire to ‘become 
better acquainted with his merchandise. 


Cheerfulness, Stability, 
and Harmony 


The external features of the store 
intimate to the public the nature of the 
activity within. For that reason the 


Spaciousness 


store front should suggest the highest 
attainment in the particular line of 
business conducted. The store should 
radiate cheerfulness and convey an im- 
pression of stability, spaciousness, and 
harmony in a measure pleasing to the 
class of trade which it desired to at- 
tract. 

The store window is naturally the 
most important feature of the store 
front. The type, size, generai con- 
struction, and lighting of show win- 
dows must meet the requirements of 
the goods to be displayed. 

For large articles of furniture the 
window space should be of sufficient 
depth to permit effective display. 


Entrance Is Big Factor 


“Come in” subtly suggested in a dis- 
tinctive store entrance means more 
money in the cash drawer, the pam- 
phlet says in a_ section devoted to 
“Store Entrances.” In support of this 
suggestion it points to the fact that 
women, who do most of the buying 
for the home and family, will be in- 
terested window shoppers for several 
blocks without being conscious of a 
single store entrance. Then suddenly 
the family shopper enters a store for 
which she was not originally bound. 

The construction of the entrance, its 
location, and ‘even the ease of operation 
of the door must be considered. Few 
people will voluntarily struggle with a 


door inclined to stick, and few buyers 
on the average will climb steps. 

An aimless shopper wandering in 
for a casual inspection of merchandise 
may become a valued customer as a 
result of efficiency in main-floor layout. 
If a customer goes beyond the first 
floor it is usually to examine some 
definite class of merchandise on one of 
the upper floors or perhaps an adver- 
tised bargain to be found in the base- 
ment. 


Bargain Hunters Not Good Prospects 


People coming. in primarily for bar- 
gains are not. as-a rule, good prospec- 
tive purchasers of other goods, is the 
expressed opinion of experienced mer- 
chants. Therefore, too much display 
of bargains on the main floor tends to 
distract potential purchasers of mer- 
chandise in regular stock. 

In many cases, stairways so placed 
that patrons must cross the first floor 
in order to reach the basement help 
to circulate customers more freely 
through the store. Elevators grouped 
at some distance from the entrance 
frequently serve the same purpose. In 
other cases, the particular merchant 
may find it more profitable to avoid 
the possibility of having bargain hun- 
ters and others interfere with the con- 
venience of his regular customers and 
decide to locate the stairway and 
elevators near a main-floor. 
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Sane Consideration of the 
Firearm Question Needed 


By Peter P. Carney 








NE particular bit of legislation needed most in 
the United States is a uniform revolver law, 
not prohibition or drastic restriction that will 
operate entirely in favor of the criminal, but sane 
regulation which will permit every self-respecting 
person who so desires to purchase and keep a re- 
volver for protection of life and property and which 
will prevent an improper person from carrying a re- 
volver on his person without a license from the police. 

The manufacturers of arms and ammunition favor 
the passage of such a law; in fact, they have ad- 
vocated such legislation for years. 

Sportsmen in general, hardware and sporting goods 
merchants in particular, are anxious for the passage 
of such a law, particularly if it is made uniform in 
all States. 

The only persons who would not be entirely satis- 
fied with the enactment of such legislation are those 
of the criminal class. 

The uniform regulation of the sale of revolvers is 
of vital interest to every self respecting citizen. Much 
good will come from a well chosen universal law. 
Much harm can be accomplished by ill directed and 
ununiform legislation. 

A law that prohibits the sale of small arms will 
do no good because such a law could not be enforced. 
A law that intelligently regulates the sale can be en- 
forced and can be made most effective. 

The manufacture of revolvers might be prohibited 
here, although to do so would require a change in the 
Constitution of the United States. The criminal, how- 
ever, will always be armed, no matter how the law 
may read. The main idea is to restrict him. The 
thug has no use for a weapon that cannot be con- 
cealed, hence the restriction advocated should be 
limited to the weapon the thug carries. He is not 
interested in shot guns or rifles, consequently there 
is no need of restrictions on these arms. Any restric- 
tions made on shot guns or rifles would accomplish 
no good and would do a great national harm. 

Prohibition of the manufacture of small arms in 
the United States would create a most undesirable 
industry — revolver bootlegging — over the several 
thousand miles of sea coast and border. It would 
be well if some of those misguided individuals seek- 
ing prohibition would remember this. Prohibition of 
another kind has made wealthy men of the lowest 
class of people on this earth, people who would 
become even more prosperous if there was a law pro- 
hibiting the sale of revolvers in the United States. 
Yet there are those who believe in this kind of pro- 
hibition. Prohibition of small arms would put a 
premium on dishonesty and evasion and would utterly 
fail in its real purpose, which is primarily to keep 


revolvers out of the hands of criminals. 

Let us take a glance at the other side—the law 
abiding citizen. He will not have a revolver in the 
house because it is prohibited by law. He has no 
means, therefore, of capably defending himself. So 
the thug, illegally armed, operates with perfect 
safety. He knows he will not meet with resistance. 
The criminal cares nothing for the law. He does not 
expect to be caught, and he shoots to kill. With pro- 
hibition on revolvers an ideal situation is established 
for the crook. 

Let us have a uniform revolver law so that we may 
protect ourselves and our homes, and inform the 
crook in advance that he is an undesirable visitor. 
A uniform revolver law is provided for in the bill 
introduced in Congress by Senator Arthur Capper of 
Kansas. This bill refers to the District of Columbia 
only because Congress cannot enact legislation of this 
nature for other States. With a few changes in 
phraseology, however, the Capper bill can be made 
applicable to all States. 

Briefly Senator Capper’s bill—the Uniform Re- 
volver Law—provides that: None but citizens, per- 
sonally known, or properly identified to a licensed 
dealer in firearms, are permitted to purchase pistols 
or revolvers. Each purchaser must sign a record 
sale, a copy of which must be filed with the police. 

No pistol or revolver may be delivered to the pur- 
chaser until the day after the sale. 

Owners of such firearms are not permitted to carry 
them on their persons or in a vehicle without a license 
from the police. 

Dealers are not permitted to display pistols or re- 
volvers, or imitations théreof, where they can be seen 
from the outside of the store. _ 

Possession of a pocket firearm by a person commit- 
ting or attempting to commit a felony is regarded as a 
prima facie evidence of criminal intent and is punish- 
able by five years extra imprisonment. 

Heavy penalties may be imposed on second and 
third offenders. Fourth offenders may be sentenced 
to life imprisonment. 

Manufacturers’ serial numbers or other identifying 
marks on pistols and revolvers must not be altered 
or erased. 

Aliens and persons who have been convicted of 
felony shall not possess a pistol or revolver. 


There You Have a Sane Law. 


It is a law which makes it possible for the law 
abiding citizen to possess a revolver for protection of 
life and property or other legitimate purposes and 
at the same time provides penalties sufficiently severe 
to deter criminals from possessing such weapons. 
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Using the Speed Pen 


By Joseph Bertram Jowitt 








In this installment of his article, on the Use of the Speed Pen, Mr. Jowitt 
gives specific instructions for the making of effective show cards with a mini- 


mum of time and labor. 








r ®@N HE Speedball Broad-stroke drawing and lettering 
pens are all equipped with flexible double reser- 
voir (brass) ink retainers, constructed to load 

with a dip and automatically regulate the flow of ink 

or eolor at any speed. 

If the ink is not too heavy these pens will work per- 
fectly in white or opaque colors. They are designed 
and built from the craftsman’s standpoint, made es- 
pecially for beginners at lettering, so that anyone 
with any serious intention with a few weeks of prac- 
tice will be able to turn out show cards that will not 
only look well but bring actual results. 

The speed pen, unlike the brush will not split or 
divide in the middle when lettering. The width of 
the stroke is automatically regulated by the point of 
the pen. For instance No. 5, makes a very thin stroke 
used for very small lettering, Nes. 4, 3, 2 and 1, 
graduate in size up to a stroke one quarter of an 
inch in thickness. Pen No. 1 will make a properly 
balanced letter up to three inches in height. 

Some beginners at first experience a little diffi- 
culty in getting the ink to flow freely from the reser- 
voir to the bill or busines end of pen. This will re- 
quire a little patience on the part of the beginner 
until he learns to prepare the ink used so it is not 
too thick or too thin. 

The three very important things to remember are 
-—to hold the pen while lettering in exactly the same 
position as you would when writing with a pencil or 
common pen. To keep the bill of the pen perfectly 
flat upon the surface while lettering and not to push 
it upward but always downward when making strokes. 
To dip the pen deep enough in the ink bottle to com- 
pletely fill the reservoir, then rest the underside of 
the nib on neck of bottle to drain off any surplus ink. 


This will prevent any possible drips or blots on your 
work. 

The next important step after mastering the speed 
pen comes the preparation and general layout and 
design of the show card. This also includes the com- 
position or reading matter that is to carry the mes- 
sage on the card, for no matter how weil you may be 
able to manipulate the speed pen if the layout is poor 
or the story too long the card will fail as a result 
getter. 

Avoid crowding letters and words. The most at- 
tractive and convincing show cards have wide margins 
with plenty of open space. It is a great mistake to 
try and feature every other line of lettering in large 
type. Remember what makes the bull’s eye so plain 
on the target is the open white circles around it. The 
average tired and busy shopper will not stop long 
enough to read a lengthy description or story on a 
show card. 

For example, take the card illustrated herewith, 
featuring “Garage Door Hardware.” A whole lot 
more could be written on this card without conveying 
any stronger selling punch. To begin with it starts 
off with the feature “Garage Door Hardware’ then 
the following eight words speak volumes to the mind 
of the prospective customer, “For Doors opening in 
or out, Easily Applied.”” The customer’s curiosity and 
interest are aroused and the actual sales transaction is 
now up to the hardware salesman. 

The letters H I J K LM N and O, in capital and 
lowercase, are the second instalment of the speed pen 
block alphabet. There is positively no simpler or 


plainer alphabet known. The reader is asked to 
study the simplicity of each single stroke composing 
these letters. Beginning with the first capital letter 
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Don’t Crowd, Says Jowitt 


The show card at the right shows how the effectiveness of its message 
is entirely lost by overcrowding. Remember, a few words, attractively 
spaced, will “get across” quicker and more forcibly than when a large 


number are crowded on the card. 


a Show Card of thischaracter 
indicates poor judgment as toacing 
with little or no margin has See ry 
appearance of 


ANDISA SURE 
FAILURE 


as a result getter 








“H” but three single strokes of the speed pen form 
its basic part, four little horizontal strokes at the 
top and bottom of the letter finish it off as the little 
arrows indicate. These finishing strokes are techni- 
cally called “Serifs’” and are used on all the letters 
on this plate with the exception of the letter “O.” 
In forming the letter J, but two single strokes are 
required. In making stroke No. 1, the pen is brought 
down in one sweep and removed from the surface 
when within an eighth of an inch of the bottom guide 
line; stroke No. 2, which is a backward stroke, forms 
the tail and completes the letter by joining the basic 
stroke No. 1, at the top. No. 3 is the serif which 
finishes off the letter. 

The letter “K’” is shown in three stages in its 
simple course of construction. Stroke No. 2 should 
join stroke No. 1 about in the center, while stroke 
No. 3 should start from stroke No. 2 about the center. 


Four serifs are required to finish. 
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The average shopper will Jp 
pause long enough to read a 
whole newspaper On a 


SHOW CARD 


The reservoir at- 
tached to the speed 
pens holds suffi- 
cient ink to make |, 
from four to six _ 
letters with one filling. 

A twenty-five cent bottle of “Higgins” India ink 
will be found the best to use with the speed pen. 
This ink may be purchased in most stationery stores. 

To acquire the knack of all the different strokes in 


the alphabet the writer suggests that the beginner 


concentrate his practice on the following letters. 

All the circular strokes may be learned by prac- 
tising on the letter “O.”’ For the right and left angle 
strokes practise on the letter M. For the horizontal 
strokes the letter “E.” For the upright strokes prac- 
tise on the letters I and H. Do not allow the ink 
to become hardened in the pens, always rinse pens 
in clear water before setting aside. 
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where hands cannot get and by its millions of 

tiny fingers it accomplishes very quickly the work 
that would take our fingers or hands a long time to 
perform as efficiently. There are brushes for every 
conceivable purpose and yet the total number of stand- 
ard sizes is not large. One type can be used for many 
purposes. 

Newspaper ads have been found to pay for them- 
selves when brushes are played up properly. Window 
displays have cleaned out stocks in a hurry. So there 
is something radically wrong in the belief that mer- 
chandise supposed to have a constant sale cannot be 
increased. 

People need to be constantly reminded of things they 
need. That is half the secret of modern merchandis- 
ing. Window displays, newspaper ads, circulars and 


‘ BRUSH isa specialized hand. It goes into corners 
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Profits 


interior displays are the front line trenches of the 
modern battle for profit, and these great fighting forces 
are nothing more than reminders to the buying public. 

A hardware store should never be without a sug- 
gestion of brushes somewhere—on the counter, in the 
windows or in its advertisements. 

The profit is there, and the more of them sold the 
greater the turnover, then more profit, less overhead, 
less investment, and a larger number of customers 
buying more often. It looks as if almost any hard- 
ware merchant could control a vast amount of trade 
by swinging his sales around brushes because they are 
in constant demand, and if the number of turnovers 
could be increased the number of customers is auto- 
matically increased and consequently more sales result, 
not only in brushes but all through the store. 








Ingenious Oil Can Display 


ISPLAYING oil cans has been a problem unless 
1) one puts them all over the top of a perfectly 
good show case, and this obscures the view of 


the merchandise in the case. Bell & Gribbin, Lanes- 
boro, Minn., designed a small inexpensive rack, which 
they can put on a show case or counter without clutter- 
ing the place up. Furthermore they can show a larger 
number of oilers. The rack can be lifted off conven- 
iently when the case or counter is to be cleaned or 
dusted. 
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HE competition the hardware retailer must face is keen. 
He must study the other fellow’s methods and give care- 
ful consideration to every factor entering into successful 
Aerchandising. In this concluding installnient in the series 
by Frank Mappes, the interdependence of store arrange- 
ment, display and management is discussed and specific rec- 
ommendations made for improving their individual function- 











Hardware Merchandising 


By Frank Mappes 


N this article on store arrangement, display and 
| management, I want to impress on the mind of 

the reader the importance of the arrangement 
and layout of the fixtures, the displays of the goods 
and their influence on the successful management of a 
retail hardware store. 

Nothing that can be said for or against the 5 and 10 
cent stores can change .the fact that the greatest 
factor for their success has been the method in which 
they display their goods, the ease in which customers 
can purchase them and the appeal they make to the 
masses. Not from a price appeal so much as an ap- 
peal to popular demand and utility. How often we 
hear in hardware stores the exclamation, “Oh, I did 
not know you handled so and so!’ Of course, the 
public doesn’t know—we hide it. Woolworth shows 
it. In just one short generation these stores have 
revolutionized a large portion of the retail business, 
and yet, how many hardware stores have profited by 
the example set for them? 


Goods Well Displayed Are Half Sold 


They still persist in stocking their merchandise so 
that customers are compelled to ask if they have them, 
instead of seeing them laid out temptingly in such 
manner as to make them easy to examine and pur- 
chase. You still see clerks climbing ladders and hold- 
ing articles up for customers to see after pulling a 
“Sherlock Holmes” stunt to locate them. It is amus- 
ing to note in the write-ups of several newly equipped 
stores during the past few years that particular 
stress has been laid on the fact that the “shelving 
runs all the way up to the ceiling—or nearly so.” 
Anyone with merchandising experience knows that the 
hardware store thus equipped has either one of two 
shortcomings. They don’t show their goods, or they 
have too much stock for the business they do. Either 
reason is sufficient to cause them to change their habits 
in order to get increased turnover. 

Many dealers have asked me how to meet the 5 and 
10 cent competition. I am frank to say that I don’t 


believe it is possible to do so on a price basis, unless 
the merchant wants to install a regular and complete 
5 and 10 cent department; but there is no reason why 
the hardware store cannot use their methods with just 
a trifle better goods. Surely the customer who bought 
for a dime a cast iron hammer which broke at the 
eye the first time he struck a nail, will buy a better 
one rather than be stung again, if he knows he can 
get one at a moderate price at the hardware store. 
However, here’s the rub—he don’t know that he can. 
Nothing about the store or show window indicates it. 
They may have them on the shelves somewhere, but 
he doesn’t see them and if they do have some in the 
window, the absence of price tickets keeps him equally 
ignorant. One of the greatest fallacies, as I see it, 
about the hardware business is the misuse of the word 
“quality.”” What is quality? The public sees in the 
word only the imputation of high price rather than 
the best that can be had for the price for which it 
is sold. 
Overdoing “Service” 


When the hardware man wakes up to the fact that 
he has led the public to expect too much from him in 
what he proudly acclaims as “service,” he will sell 
goods, not run a free delivery truck, free repair shop, 
a free circulating tool shop and other free institutions 
such as a free bank in which he grants loans to people 
to buy goods from him but without charging them in- 
terest at least equal to that*which he pays to the local 
bank for the money he was loaned to pay for these 
same goods which he bought from the jobber or 
manufacturer, and other things which in the name of 
“service” he grants freely. 

Woolworth, etc., sell goods and don’t beg for the 
privilege of burning up gasoline or wearing out horse- 
flesh to haul them away, either. A little digression 
from the subject, perhaps, but it has its relationship. 
There are many people who would buy all their hard- 
ware items at the hardware store if it were not so 
devilish hard to do so. That is the point I am trying 
to bring out. 








64 


HARDWARE AGE 


Buying should be made a pleasure (aside from 
parting with the money) and not a nightmare, as it too 
frequently is to the woman who goes to the hardware 
stores. She contrasts the two types of stores. Statis- 
tics show which is losing by these comparisons. The 
hardware business has barely held its own in 1924 
while the 5 and 10, 25 to $1.00 stores have increased 
from 12 to 17 per cent. Economy? I'll beg to differ; 
rather put it “merchandising.’’ Go to the nearest of 
these stores, look it over, then go home to your own. 
One looks like a store, the other like a warehouse. I 
don’t need to say which is which. Successful stores 
have the merchandise down within reach of the cus- 
tomers so that they can examine and handle it. This 
they can do even while the clerks are busy waiting on 
other customers. Many sales are made just that way. 
All the clerk needs to do is to take the money and 
wrap up the article. But that is not true of very many 
places where shelves run “all the way to the ceiling.” 


Merchandising Puts a Store Across 


Emphasis must be laid where it belongs. “‘Mer- 
chandising’’——the word expresses the activities needed 
to put a store across. Spending large sums of money 


that when customers who were attracted by the win- 
dow displays came in to examine and purchase the 
clerks either had no knowledge of the goods displayed 
or did not know where to seek them, the result being 
a great many disgusted people. 

Had, however, the window man tied up the sell- 
ing stock inside with the windows so that even the 
most mediocre clerk would have shown the goods on 
request, an entirely different story would have re- 
sulted. While on the subject of window displays, I 
want to voice my distrust of the “elaborate windows.” 
To my certain knowledge, acquired in twenty-five 
years of experience, few of the elaborate trims have 
ever been selling windows. That is where the 5 and 
10 boys have it on us. They produce windows which 
never in a thousand years could win a prize, but they 
do sell merchandise. 

Window trims should be judged only by the ring of 
the cash register. This is done by keeping an accurate 
record of the sales made to customers who say, “I 
want one of the ‘doodads’ or something or other I saw 
in the window marked ‘so much.’ ” 

Merchandising is the sum total of all activities 
exerted to put the goods into the hands of consumers 








sé HE competition we face is strong’ says Mr. Mappes. 


“We have: 


“The furniture stores selling stoves, ranges, cooking utensils. 
“The department stores maintaining more or less complete hardware depart- 


ments. 


Study the 


The mail order houses with their descriptive catalogs. 


The corner drug stores selling paints, glass, etc., safety razors and blades plus 


Other 


a line of cutlery, etc. 


The chain cigar stores selling cutlery, safety razors, blades, etc. 


Fellow 


The stationery stores selling sporting goods, cutlery, toys, etc. 
And last, but by no means least, the ever multiplying Red Front stores, 


selling to the masses many, many of the every-day bread and butter items former- 


ly known only as hardware. 


Everything not sold by them is gratutiously left to 


the hardware man and is known strictly as ‘hardware’.” 








for new fixtures is not the answer to the problem, but 
acquiring equipment which is adequate to show every 
item in the store to the best advantage so that cus- 
tomers can see and freely examine (as in the case of 
the 10 cent stores) goes far towards the goal. 

Everything in the store should be marked in plain 
figures—-not merely for the clerks’ information but 
also for the benefit of the customer, who practically 
sells himself while looking around. 

Window trimming should be closely hooked up with 
advertising and interior displays. I have been in 
stores where the window trimmer extended himself to 
the limit, yet in failing to coordinate the interior dis- 
play so as to make the necessary follow-up when cus- 
tomers come into the store, the value of the window 
trim went down to zero. This is a serious defect in 
stores where the one who is responsible for window 
trimming is not equally responsible for the results. 
The trimming of windows is so much a part of sales 
promotion that a close tie-up with advertising and in- 
terior display is necessary to get the most returns. 


Coordination in Window Trimming 


I visited a store some time ago where the window 
man was way up above the average. At the time of 
my visit, he had an exceptionally good trim in two 
of the windows, but through lack of coordination the 
interior facilities for showing the goods were not up 
to the standard set by the windows. The result was 


at a net profit to the operators of a mercantile estab- 
lishment. With the right kind of facilities, backed 
up by proper displays marked in plain figures, with a 
one-price-to-all policy, a hardware business should, in 
the language of the toastmaster, continually say: “We 
have with us today:” 

The competition we face is strong. We have: 

The furniture stores selling stoves, ranges, cooking 
utensils. 

The department stores maintaining more or less 
complete hardware departments. 

, The mail order houses with their descriptive cata 
ogs. 

The corner drug stores selling paints, glass, etc.. 
safety razors and blades plus a line of cutlery, etc. 

The chain cigar stores selling cutlery, safety razors. 
blades, ete. 

The stationery stores selling sporting goods, cut- 
lery, toys, etc. 

And last, but by no means least, the ever multi- 
plying Red Front stores, selling to the masses many 
of the every-day bread and butter items formerly 
known only as hardware. Everything not sold by 
them is graciously left to the hardware man and is 
known strictly as “hardware.” 

Study the methods used by the other fellow. Go 
him one better—emulate him where his way seems 
better than yours. Profit by his experience. 
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McClung Picture Puzzle Contest 


UZZLE pictures interest men and women of all 

ages. C. M. McClung & Co., Knoxville, Tenn., 

included a puzzle picture on the inside front 
cover of its fall hardware catalog. Nine puzzles 
were printed. Each a picture, represented a hard- 
ware item listed and illustrated somewhere in the 
fifty pages of the catalog. More than 1000 answers 
were received. Five merchandise prizes were award- 
ed for correctness and neatness. <A time limit was 
given for the closing of the contest. Prizes were de- 
livered free to winners. Each prize was listed and 
illustrated in the catalog. 

The puzzle pictures created considerable interest 
among McClung’s dealer customers, and we believe 
this idea used by J. S. Van Gilder may be success- 
fully adopted by your store. You could easily select 
nine (or any other number) items from your regular 
stock. An artist could draw up puzzle pictures on 
these items. The puzzle pictures could be mounted 
on your window, used in newspaper advertising, or 








printed on circulars. The items in the pictures could 
be displayed in your window along with numerous 
other hardware items, which would confuse just 
enough to put those who competed on their mettle. 

McClung made no charge for entry, nor was it 
necessary to purchase any goods in order to compete. 
Answers were acceptable only when written on one 
side of the sheet. Each store was permitted one set 
of answers. 

The McClung fall hardware puzzle pictures are 
printed on this page. Try your skill on these pictures 
before you read the answers. See how quickly you 
become interested. This will give you the angle on 
which to base your own puzzle pictures. Puzzles will 
create attention and sales for your store. 


McClung Puzzle Answers 


1. Footballs, 4. Fencing. 7. Coal hods. 
2. Cross-cut saws. 5. Oil heaters. 8. Logging dogs. 
3. Ranges. 6. Stove pipe. 9. Food choppers. 
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Deane Honored at 
Bissell Dinner 


To celebrate the fortieth anniver- 
sary of President Fred McReynolds 
Deane’s association with the Bissell 
Carpet Sweeper Co., Grand Rapids, 
Mich., Mrs. M. R. Bissell, widow of 
the company’s founder, gave a dinner 
Dec. 2 at the Kent Country Club, Grand 
Rapids, Mich. to 75 guests. The eve- 
ning also marked the seventy-eighth 
birthday of Mrs. Bissell. The Bissell 


Mrs. M. R. Bissell 


Carpet Sweeper Co. was organized 
Feb. 12, 1883 by Melville R. Bissell, 
who was the first president. For 7 
years previous Mr. Bissell had held a 
patent on what was said to be a new 
idea in carpet sweeper construction. 

His interest in this product was 
aroused by the complaint of a woman 
who had purchased an unsatisfactory 


Fred. McR. Deane 


sweeper at a retail crockery store in 
Grand Rapids. In 1884 the company 
suffered severe fire loss, and its entire 
plant was burned down. Four years 
later Mr. Bissell died and was suc- 





cecrecaactatani teceatetarer 


ceeded by his wife who continued as 
president until 1919. At that time she 
was advanced to chairman of the 
board, and Mr. Deane was elected to 
the president. Melville R. Bissell, Jr. 
and W. Williams are vice-presi- 
dents. 

Mr. Deane associated with the com- 
pany Dec. 2, 1884, as an office boy, 
from which he worked his way through 
the offices of cashier, assistant treasur- 
er, treasurer, vice-president and finally 
president. 

Mrs. Bissell and Mr. Deane spon- 
sored a Christmas dinner party, given 
to 1000 employes Dec. 16 at the Grand 
Rapids Coliseum. The dinner was giv- 
en under the auspices of the Bissell 
Boosters Club, a factory social organi- 
zation. 


New Processes Permit 
Reduction on Sand’s Levels 


Lower prices on Sand’s aluminum 
levels have been made possible, it is 
said, through the new processes and 
the use of automatic machinery at the 
plant of Sand’s Level & Tool Co., De- 
troit, Mich. The 24-in., 6-glass model 
now sells for less than the former price 
of the same length, 4-glass level, which 
has been discontinued. 

Wood levels which formerly had 
hand holes are now made with hand 
grips instead. This practice necessi- 
tates the removal of less wood and is 
believed to give greater uniform 
stength to the levels. A small hole at 
one end enables the user to hang the 
level on a convenient nail or hook. 


New Southern Agents for 
Cincinnati Ball Crank Co. 
H. M. Cree, 5507 Miller Avenue, 


Dallas, Tex., has been appointed sales 
representative for the Cincinnati Ball 
Crank Co., Cincinnati Ohio. Mr. Cree 
will cover Texas and Oklahoma where 
he is well known in the jobbing trade. 
He will handle Ballcrank bumpers and 
chassis lubricators made by the Cin- 
cinnati Ball Crank Co. 

The Cincinnati Ball Crank Co. will 
be represented in the southeast by E. 
H. Baughman & Co., Atlanta, Ga., who 
will aldo handle replacement starting 
cranks, selling to the jobbing trade. 


“Simplicity of Radio” 


The sixteenth edition of “Simplicity 
of Radio” written by Powel Crosley, 


Jr., President, Crosley Mfg. Co., Cin- 
cinnati, Ohio, radio manufacturers, 
has been issued by the Crosley Pub- 
lishing Co. of the same city. Mr. 
Crosley has sub-titled his hand book 
the Blue Book of Radio, and has col- 
lated in one small volume some very 
useful information pertaining to radio. 
It is written in a strictly non-technical 
way so that the inexperienced may 
use it for reference. 





New Swindle Exposed 
in Chicago 


Fourteen men are under Federal 
indictment in Chicago and New York 
charged with wrecking twenty-five 
Chicago firms, in a new scheme of dis- 
honest operation. The Chicago Asso- 
ciation of Credit Men states that these 
men have looted businesses to the ex- 
tent of $1,000,000. Frank W. Hill of 
this organization is quoted as saying: 

“The mode of operation is different 
from the usual procedure. They have 
plenty of money. Their plan is to buy 
a business with a good credit rating, 
then bring in their expert wrecking 
crew which builds up the business bet- 
ter than before. Then they launch upon 
a buying campaign and purchase ma- 
terial by the carload. Immediately the 
material is received it is reassigned 
to fictitious persons in New York. So 
far we have traced $1,130,000 worth of 
material.” 


Employees Receive Bonus 
and Other Awards 


Cash service bonuses were present- 
ed to all Pratt & Lambert, Inc., em- 
ployees who had been with the company — 
six months or more at either the Buf- 
falo, N. Y., or Bridgeburg plants. The 
presentations were made at the Buf- 
falo factory Dec. 24, at which time 
five service veterans were presented 
with gifts in recognition of their 
loyalty. 

Gold watches were awarded C. M. 
O’Connell and H. S. McDonald who 
have both been with the company 25 
years. Cuff links in recognition of 10 
years’ service were presented to J. C. 
Gates, Frank Kientz. and John W 
Wuertz. 

J. H. McNulty, president, Pratt & 
Lambert, Inc., made the presentations 
with appropriate remarks. At _ the 
Chicago plant, A. Saphren received a 
pair of cuff links for ten years’ ser- 
vice. 


Sheffield Corp. Buys 
Sheffield Mfg. Co. 


The Sheffield Mfg. Co., Burr Oak, 
Mich., manufacturer American Stan- 
dard corn planters , coaster wagons, 
sleds and children’s vehicles, has been 
sold to the Sheffield Corp., and will be 
operated under entirely new manage- 
ment. 

The new company is represented by 
J. M. Coyne and W. M. Stirnagle. In 
the past Mr. Coyne has been connected 
with the Kirsch Mfg. Co., Sturgis, 
Mich. and Carson, Pirie, Scott & Co., 
Chicago. For the past 8 years Mr. 
Stirnagle has conducted extensive 
drainage contracts, and was formerly 
associated with Governmental geo- 
graphical surveys. 
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Simplification Proposed 
on Machine Knives 


After having made a tentative study 
of the problem arising from the wide 
range of dimensional variations in the 
production of machine knives, the mak- 
ers of machine knives, with the co- 
operation of the Division of Simplified 
Practice, are about to consider a re- 
duction of these variations, it was an- 
nounced at the Division recently. 

The manufacturers of machine 
knives have voted to have a simplifica- 
tion committee with George Butter- 
field, of the Knife Information Bureau, 
Fitchburg, Mass., as its secretary. One 
of the primary duties of this commit- 
tee will be to seek the cooperation of 
the manufacturers of knife using ma- 
chinery to bring about standardization 
so that further progress can be made. 





Conn. Hardware Salesmen to 
Organize 


On or about Jan. 12, a new organi- 
zation to be known as the Hardware 
Boosters of Connecticut will hold its 
first organization meeting at the Hotel 
Burritt, New Britain, Conn. Any 
traveling salesmen calling on the hard- 
ware trade in the State of Connecticut 
will be eligible to apply for member- 
ship. Interested eligibles may ad- 
dress the organization in care of the 
Hotel Burritt, or may write Leon 
Schwarz, Patterson, Sargent Co., Long 
Island City, who is very active in the 
work of organization. 





Distributors Appointed 
by Cincinnati Firm 


Three new sales representatives have 
been appointed by the Cincinnati Ball 
Crank Co., Cincinnati, Ohio, manufac- 
turers of the Ball Crank chassis lubri- 
cator. These are Edward White Sales 
Co., Chicago; L. B. Beck, Detroit, 
Mich. and J. B. Phipps, Toledo, Ohio, 
who will sell to refiners and the oil 
jobbing trade. 





E. C. Stearns Discontinues 
Toy Line 


The toy business of E. C. Stearns & 
Co., Syracuse, N. Y. which included 
the manufacturing of scooters, etc., 
has been discontinued. 





Star Hdwe. Co. Formed 
Through Cinsolidation 


The Star Hardware Co., Pretty 
Prairie, Kan., has been formed by 
the consolidation of the Pretty Prairie 
Motor Co., Graber Hardware Co., and 
the Western Hardware & Implement 
Co., of that city. P. A. Graber is 





seeraein 


president, John Goering, vice-presi- 
dent, B. S. Wedel, manager, and R. C. 
Voran is secretary and treasurer. The 
new firm opened its store for business 
Jan. 2. 1925. 





Price Opens Own Store. 


C. S. Price, Owensboro, Ky., has 
opened a retail hardware store. He 
will handle hardware, farm equipment, 
seeds, etc. Mr. Price was formerly with 
Birk & Price, but due to ill health sold 
his business interest in that firm. Since 
regaining his health he decided to re- 
enter the business under his own name. 
He has been an ardent association 
member and a constant attendant at 
State conventions. 





J. J. Mravla‘’Dead 


Frank J.. Mravla, treasurer, A & B 
Glass Works, Ince., Cicero, IIll., died 
Nov. 16. 





‘Bremer With U. S. Chain in 


Bumper Division 


Fred. G. Bremer has become asso- 
ciated with the bumper division of the 
linited States Chain & Forging Co., 
Pittsburgh, Pa. Effective Jan. 1, this 
division will manufacture McKay auto 
bumpers. Mr. Bremer was formerly 
branch manager at Detroit, Mich., for 
the Biflex Corp. 





Miller Fire Loss May Reach 


$60,000 
Chas. H. Miller Hardware Co., Flint, 


Mich., suffered fire loss on Dec. 22 es- 
timated to have reached a stock dam- 
age of from $35,000 to $60,000. Build- 
ing damage is said to be about $25,000. 
The burned stock consisted of Christ- 
mas toys and general hardware. Chas. 
H. Miller, proprietor, is a past presi- 
dent of the Michigan Retail Hardware 
Association, and police commissioner 
of Flint, Mich. 


Mitchell Co., Appointed 
Coast Representative 


T. A. Mitchell Co., San Francisco, 
Cal., will represent the Cincinnati Ball 
Crank Co., Cincinnati, Ohio, covering 
the entire west coast distribution on 
Ball crank chassis lubricators and re- 
placement starting cranks. 





Rathbun Plant Complete 


Rathbun Co., Houston, Tex., has 
completed its plant for the manufac- 
ture of boiler metal treatment, asbestos 
handhole and manhole gaskets, and a 
general line of industrial paints. 








FOCEUEEEDEOIT QUEGOODORGREEREOE CO TOfeetriritl ! 


R. M. Dudley, Sr., Dies 


Retired Pieddvens: Gray & Dudley 
Co., Nashv ‘Me—Twiee Presi- 
dent of N. H. A. 


R. M. Dudley, Sr., retired president, 
Gray & Dudley Co., Nashville, Tenn., 
manufacturers and _ distributors of 
hardware, stoves, harness and asso- 
ciated lines, died Dec. 21, 1924, at his 
home in Nashville. Mr. Dudley was 
twice president of the National Hard- 
ware Association (1909 and 1910), and 
up to his death continued as a very 
active member of the organization’s 
advisory board. 

In his home city, the late Mr. Dud- 











R. M. Dudley, Sr. 


ley was prominent in civic and church 
work. For 20 years he had been a 
park commissioner and was generally 
credited with being the outstanding 
factor which has enabled Nashville to 
have its present very beautiful parks. 

The company of which he had been 
president was founded in 1895 by the 
consolidation of Dudley Bros. with the 
firm of Gray, Fall & Co. Mr. Dudley 
had been in the hardware business for 
46 years, starting in the retail end in 
a limited way. When the late John 
Gray and the deceased formed the 
Gray & Dudley Co., the business 
quickly expanded and became the out- 
standing firm in southern and national 
hardware circles. 

Mr. Dudley is survived by his wife 
and two children. His nephew, Houston 
Dudley, vice-president of the firm has 
been associated with his uncle for 
forty years. Nashville newspapers 
paid great tribute to the late hardware 
man in an editorial and news way. 
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Congress Will Probe Deeply Before 


Increasing Postage Rates 


Senate Committee Starts Hearings as to Necessity of Raising Rates— 


Trade Commissioner Adopts New Policy as to Complaints 


WASHINGTON, December 2Y, 1924 

HE stentorian protest that has 

gone up throughout the length 

and breath of the land against 
any increase in the postage on the 
reading matter of the people has re- 
sulted in the appointment of a special 
committee of the Senate which is now 
sitting to inquire into the merits—and 
demerits—of the Postmaster General’s 
project to raise $68,000,000 additional 
revenue by boosting every rate of post- 
age except that on first class letter 
mail. Postmaster General New would 
even add 50 per cent to the cost of 
postal cards which he says are now 
handled at a loss of nearly one-half 
a cent each. 

The special committee intends to do 
its work thoroughly. It is now listen- 
ing to publishers and their representa- 
tives, including those who produce the 
newspapers, the magazines and the 
trade journals of the country. Ample 
opportunity is to be allowed all wit- 
nesses and when the committee makes 
its report it will have complete data 
upon which to decide whether the 
Postmaster General’s recommendations 
are reasonable and fair. 


Has Caused Big Stir 


No issue has caused a bigger stir in 
Congress in recent years than the 
proposition to further increase the 
rates on newspapers, periodicals, etc., 
which have not yet recovered from the 
four increases heretofore authorized 
by law. From every part of the 
country the cry comes that Congress 
shall do nothing to increase the cost 
of the dissemination of intelligence 
and the distribution of educational and 
commercial information. 

Senators and Representatives are re- 
minded that since the foundation of 
the government no attempt has been 
made to make this class of mail self- 


No Violation of Clayton Act, Says | 
Van Fleet 


Dissents from Federal Trade Commission’s Complaint 


Against Fisk Rubber Co. 


(Washington office of HARDWARE AGB) 

N interesting and highly significant 
A\ innovation appears in a complaint 

which the Federal Trade Cimmis- 
sion has just issued against the Fisk 
Rubber Co. of Chicopee Falls, Mass. 
In this case it is understood three mem- 
bers of the Commission have agreed to 
the issuance of the complaint, while 
Commissioner Van Fleet dissents and 








Crounse 


By W. L. 


sustaining ; : 


from that of almost any other branch 
of the government. Every dollar col- 
lected by the Post Office Department 
is conveyed into the Treasury as rapidly 
as it is received and the only money 
available for the support of the ser- 
vice is that which Congress annually 
appropriates in the big Post Office 
budget bill. 

It follows, therefore, that if the 
patrons of the service contributed a 
surplus over and above the cost of 
handling the mails that surplus would 
go into the Treasury and could not be 
spent to improve the service. It is 
contended therefore that as a corollary 
to this situation the most essential fea- 
ture of the postal service; namely, the 
dissemination of important news, etc., 
should be maintained on a liberal basis 
without regard to the balancing of in- 
come and expenditures. 


Educational Institutions Do Not “Pay 
Their Way” 


No one thinks of contending that 
schools, colleges and other educational 
institutions should “pay their way.’ 
Yet without them neither this nor any 
other country could hold its place in 
the march of civilization. 

As the analysis of the report of the 
cost-finding commission proceeds the 
basis for the Postmaster General’s pro- 
posed increase in the rate on second- 
class mail matter becomes more and 
more illogical. It goes without saying 
that no exact method could have been 
devised to ascertain the cost of the 
different branches of the postal ser- 
vice, but it is very evident that in this 
case the arbitrary system employed 


in fact the entire postal , 
budget is arranged on a basis different | 





has resulted in a great injustice to 
the publishers of the country. 
What fair minded man, for example, | 


Comissioner Gaskill takes no part in 
the proceedings. 

The complaint alleges that the re- 
spondent Fisk Rubber Co. acquired ap- 
proximately 51 per cent of the stock 
or share capital of the Federal Rubber 
Co. of Cudahy, Wis., which had pre- 
viously taken over the physical assets, 
including the manufacturing plant, of 


would think of assessing a large part 
of the cost of the rural free delivery 
service on the newspapers, magazines, 
etc? Nevertheless that was done in 
this case. 


Rural Free a Farmers’ Subsidy 


Ever since the rural free delivery 
was established it has been regarded 
as a justifiable subsidy to the farmers 
who live so far from centers of popu- 
lation as to warrant placing a burden 
upon the taxpayers at large to bring 
the rural residents into touch with 
those things which go to make life 
bearable if not enjoyable. For years 
the Post Office Department has urged 
larger appropriations for the rural 
free delivery in the name of the 
farmer and on this basis the cost of 
this service has climbed from a few 
dollars to many millions. 

It is an interesting fact that the 
patronage of the rural free delivery 
service by those whom it serves is so 
small that there is an annual deficit 
of 80 per cent of the total outlay. In 
other words the beneficiaries of the 
R. F. D. pay only 20 cents of every 
dollar the service costs. 

And now along comes the cost-find- 
ing commission and assesses a large 
part of the 80-cent deficit on the pub- 
lic’s reading matter regardless of 
whether the readers reside on the rural 
routes or in the towns and cities where 
their reading matter reaches them at 
little cost to the postal service. The 
cost-finding report of the Post Office 
Department will be carefully checked 
against the findings of some of the 
most accomplished experts of the 
country and the public will have the 
benefit of the comparison. 

It is not likely to afford much com- 
fort to those who would put a tax on 
intelligence. 











the Federal Rubber Manufacturing 


Co., also located at Cudahy. The ef- 
fect of respondents acquisition in the 
manner set forth the complaint recites, 
is to substantially lessen competition 
between respondent and the Federal 
Rubber Co. and the Federal Rubber 
Manufacturing Co. in the sale and dis- 
tribution of automobile, motorcycle 
and bicycle tires, mechanical rubber 
goods and sundries. Such acquisition 
the complaint states is contrary to law 
and in violation of Section 7 of the 
Clayton Act. 


Antidote Goes With Poison 


Heretofore complaints have been 
issued in the name of the full Com- 


mission and dissenting members have 
(Continued on page 74) 
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Hamp Williams 


How to Runa 
Ouestion Box 


N this article, Mr. Hamp Williams, that veteran 
convention speaker, gives some practical advice on 
conducting a Question Box. 











F you are called upon to conduct the 
Question Box this next year and you 
don’t know the members present, get 

the Secretary to help you and call from the 
Convention floor men who never have any- 
thing to say. Make a rule that no one is to 
speak unless he is called; in that way you 
will bring out a lot of talent in the meeting 
you never knew you had. 

If you ask a question and you simply say: 
“Will someone answer this question? ‘Tell 
us how you do it!” It makes no difference 
how modest your leaders are, they will 
finally come to your rescue and tell how they 
did it. Besides they all look to the gabbers 
like myself and others to do the talking. 
We wait for someone else to get up and say 
something until it gets on our nerves, but 
they don’t and we do. 

What we should do this coming year is to 
bring out some new blood. Mix your com- 
mittees, part trained and part untrained in 
Association work. Many years ago Grand 
and Petit Juries in my county were made 
up of the same men every year. The Jury 
Commissioners, when they met, would ask 
for the preceding Jury list. If John Smith 
served from Baxter township in the Spring 
they would have Kirk Simpson; in the Fall 
Smith and Simpson. We could almost tell 
who the jurors would be before they were 
named. I know two men in one township 
who alternated in Jury service until they 
got too old to serve. 

Leaders wear out. The same men talk- 
ing at every Convention gets old. I don’t 
care who it is nor how interesting he is or 


how much he knows, the members want to 
hear their neighbors; they want to hear 
from some fellow who has had a hard time 
in business maybe and failed two or three 
times. His wife left him with five or six 
young ones to raise all by himself; that’s the 


‘fellow that can tell you something on the 


other side. These-fellows who have had 
nothing but success—and no two succeed 
alike—are hard to pattern after. One says 
pay cash and get the discount. If you 
haven't got the money how can you? He 
says borrow it from the bank. When you 
are already borrowed up to your limit how 
can you? 

A preacher said to a boy who was hauling 
a keg of water with a pair of goats down in 
Texas, “If you had those goats in New York 
you could get $50.00 for them.” “Yes,” said 
the boy, “And if I had that keg of water 
down in hell could get a thousand dollars 
for it.” To the boy one proposition seemed 
about as unreasonable as the other, and that 
is where we fall down often when advising 
the other man. 

You never hear me telling of my mis- 
takes, no indeed. If you listen to me I 
never made any. I would like to attend one 
Convention where no one-is permitted to 
tell a single smart thing he has done, only 
teil of -his mistakes and failures that others 
may profit thereby. Instead of telling us 
how to sell goods tell us how to combat the 
trained salesmen and keep from buying too 
much. Show us the pitfalls and warn us of 
approaching danger that we may take 
shelter. 








One thing that delays the return to 
normal is the theory that business 
is equipped with a self-starter. 


It’s a Fact 
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ool Identification Contest 
Stimulates Sales 


Q stimulate interest in tools the Hennepin 

Hardware Co., Minneapolis, Minn., conducted 

a tool identification contest, upen to every one 
except emplovees and their immediate families. The 
feature of the contest was a window display with 100 
tools, each bearing a number and price. The contest- 
ant was to give the name, number and size of each tool 
or as many as he could identify with the aid of cata- 
logs, literature or help from the store’s sales staff. 
No purchase was required in order to compete. 

The Hennepin Hardware Co. gave six prizes to 
the winners. Judgment was based on the complete- 
ness and accuracy of the answers. Prizes were given 
in tools taken from the stock at the choice of the 
winners. The only condition was that each entry 
have the name and address of the person submitting 
the answers. 

The company furnished tool catalogs as long as 
their supply lasted. Any person was welcome to visit 
the tool department, inspect any item and compare it 
with tools shown in the contest window. The sales 
staff helped any one who asked for information re- 
garding any specific item and permitted the contest- 
ant to consult any catalog data available. 

Members of the firm, under the supervision of Mr. 
Henchell, of the Minneapolis Tribune, acted as 


judges. The contest was advertised in the news- 
papers. The store salesmen distributed cards with 
merchandise sold and the window, of course, was the 
center of attraction. 

Each day of the contest you could see people 
outside the store window jotting down notes on sheets 
of paper or notebooks. The contest created consid- 
erable interest in tools and should be reflected shortly 
in stimulated tool sales. 

Although the interest shown and number of en- 
tries received were satisfactory, W. H. Owens, ad- 
vertising manager, said he would restrict the number 
of items’ to 50 were he to run the contest again. He 
believes that fifty items involving less work would 
interest a greater number of people. 

Aside from the direct stimulation of tool business 
and tool interest, such a contest is bound to bring 
new people to the store. Each name and address may 
be checked against your store mailing list, and it is 
likely that several new names may be added at least 
for subsequent tool solicitation. 

Prizes given were: first prize, $20 in tools; second 
prize, $10 in tools; next four prizes, $5 each in tools. 
The tools were selected by the winners. The first 
prize entry had a 70 per cent list. The total value 
of the prizes given amounted to $50. 








Good pocket knives leave the factory with joints oiled. After the knife is in stock a while the oil 


dries. Insure your customers having a smoot 
the knife when you deliver it to him. 


working tool by putting a drop of oil in each joint of 


ohn Cassin. 
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General Market News 





Brisk Fill-In Demand Will 
Follow Inventory in the 
Hardware Trade 


low the completion of inventories in the hardware 


io. fill-in buying on shelf goods is expected to fol- 


trade. Stocks will be found very low according to 
reports received from the various market centers. 

In the smaller towns, throughout the country, 1924 sales, 
based on early estimates, will reach or surpass the volume 
done in 1923. In the larger cities 1924 sales may fall 
slightly behind, due it is said to the delayed spring busi- 
ness, which was seriously effected by adverse weather con- 
ditions. More detailed information will be available later. 

The Christmas hardware sales volume in practically every 
district set a new record. This is attributed to the fact 
that many manufacturers used special holiday packages 
and also to the fact that retailers made a greater bid for 


the gift market. 


The long expected rope advance of 2 cents on manila and 
1 cent on sisal has been announced. Hereafter it is be- 
lieved rope prices will be made for the duration of two 


months. 





Business Outlook Good 
in Pittsburgh District 


The holiday buying has been com- 
pleted and the hardware trade in the 
Pittsburgh district is now in the midst 
of the short lull that is common to the 
end of one year and the beginning of 
another. Generally the Christmas de- 
mands were well up to the average. 
There has been an exceptional demand 
for sleds and scooters, on which jobbers 
have made a very close clearance and 
electric toys also stand out in the 
Christmas sales. General expectation 
is that with the completion of inven- 
tories business again will increase and 
the outlook for 1925 is generally re- 
garded as bright. So far as this imme- 
diate district is concerned optimism is 
based on a very high rate of iron and 
steel plant operation and instead of 
unemployment there is talk of a grow- 
ing shortage of labor. The buying 
power of the district is raised by the 
fact and it may be intensified if re- 
ports of wage increases materialize. 
Price tendencies in hardware items still 
are upward. The improvement in the 
coal situation seems to be confined to 
coke and coking coal and while collec- 
tions are fairly good generally they 
still are rather poor in the coal mining 
sections. 


Good Year Ahead Expected 
by Pacific Coast Trade 


Indications point to a good year 
ahead for jobbers and retailers on the 
Pacific Coast. The rainfall on the 
Pacific Slope so far this season has 
been heavier than normal. Stocks are 








low, and jobbers expect brisk buying 
shortly after the new year. Prices are 
firm, with indications of an upward 
movement. 

Building is active, especially in San 
Francisco, which has had the largest 
construction year in its history since 
1907, the year after the fire. 

Christmas business exceeded the ex- 
pectations of both jobbers and retaliers. 
The cold spell that prevailed along the 
Pacific Coast for nearly two weeks pre- 
ceding Christmas increased the demand 
for gas, oil and electric heaters, and 
large numbers of these articles were 
sold by jobbers and retailers. Advance 
seasonal orders for spring delivery have 
been of fair volume. 





Chicago Holiday Sales 
Set New Record 


Every indication points to the fact 
that the retailers have enjoyed a record 
holiday business this year, due not 
only to the increasing practice of the 
manufacturers of putting the products 
in holiday packages but also to the in- 
creasing tendency of the hardware men 
themselves to go after a share of the 
Christmas gift business. Colder weather 
and considerable snow have served 
greatly in holding up sales on season- 
able merchandise. 

It is expected that there will be a 
temporary lull in buying until after in- 
ventory is over, but because of the gen- 
erally low stocks of the retailers and 
the steadily advancing prices buying 
activities are looked for to be heavy 
soon after the first of the year. There 
were several price advances during the 
week and many more are predicted. 





Fewer Advances Made 
in New England Market 


Expectations were that Jan. 1 would 
see a sizable list of price changes in 
the hardware market. Changes re- 
ported for the past week are compara- 
tively few, presumably because manu- 
facturers and jobbers have been en- 
grossed in the usual year-end affairs 
such as inventory, 1925 operating 
schedules and salesmen’s conferences. 
Of the changes reported, virtually all 
are advances, the most important of 
which are about 5 per cent in flower 
bed guard, trellis and gates, an aver- 
age of 10 per cent in harness snaps, 
about 5 per cent in poultry netting, and 
perhaps 10 per cent in miscellaneous 
= of a certain line of rules and 
evels. 





Northwest Small Cities 
Report Heavy 1924 Sales 


Trade in the Northwest for 1924 was 
far ahead of sales for last year on the 
average. In the larger cities the in- 
crease is not so apparent as in the 
smaller cities and towns in the agricul- 
tural districts. Collections, as far as 
the jobbing houses is concerned, have 
dropped off during the past week, due 
to the holiday trade. Prospects for an 
increase of business with the coming 
of the new year are very bright. 





Exceptional Holiday Trade 
in Cincinnati 


Holiday trade, though late in reach- 
ing its height, was exceptionally good 
in Cincinnati. Many dealers were 
forced to reorder to take care of it. 
Jobbers and dealers are getting busy 
on inventories. It is expected that 


orders will be heavy following comple- © 


tion of stock taking. Generally speak- 
ing, stocks are at a very low point, and 
with general business conditions im- 
proving, confidence is expressed in the 
trade for 1925. While it is a littie 
early to sum up the results of 1924 
business, it is generally expected that 
the total volume will be below that of 
1923, the decline’ probably being 
around 10 per cent. 





Inventory Receives Attention 
of N. Y. Trade 


Metropolitan hardware trade is con- 
sidering inventory more seriously and 
reports indicate that some firms have 
already got the annual stock taking 
plans under way. Stocks are expected 
to be found unusually light, a fact 
which should create very brisk fill-in 
demand throughout January. 

Manila rope has advanced 2c. and 
sisal rope is now lc. higher in this 
market. Bar solder has been advanced 
8c. There are no other important price 
changes. 


0. amen a consi 
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Indications Point to Good Pacific Coast 
Business Conditions During Year Ahead 


SAN FRANCISCO OFFICE OF HARDWARE AGE, 
Dec. 24 (By Air Mail) 


HE year drawing to a close has been one of spotty 

and irregular business as far as the Pacific Coast 

was concerned. Drought, forest fires and the hoof 
and mouth disease during the summer, coupled with po- 
litical uncertainty, and the inclination on the part of buy- 
ers to purchase strictly on a hand-to-mouth basis pre- 
vented the development of any large volume of business. 
Since the early part of November, however, conditions 
have materially improved, the sentiment of buyers, and 
also that of producers, reflects confidence in the imme- 
diate future, which in some instances has already crystal- 
lized into actual orders for staple goods for delivery early 
in 1925. 

The rainfall on the Pacific Slope so far this season has 
been better than the average. The amount of building con- 
struction already under way, as well as planned, is large. 

The continued building activity in San Francisco is 
noteworthy. A new high monthly record for building per- 
mits issued during the month of November (the latest 
figures available) was made, the total being $6,358,729, 
which was 3 per cent more than the October figure, which 
in turn was 7 per cent ahead of the September total. The 
November figure was 63 per cent greater than November, 
1923, and 142 per cent better than the total for November, 
1922. Plant and business-building construction is an out- 
standing feature of the present building activity here. 

Christmas sales this year exceeded expectations for 


both retailers and jobbers. In going over their records 
many firms will probably find that their volume of busi- 
ness during 1924 as a whole, in spite of reversals, was 
somewhat larger than it was during 1923, although the 
dollars and cents value will probably not be as large. 

Jobbers are confident that business during the first six 
months of 1925 will be much brisker than it has been in 
several months, and they are making their plans accord- 
ingly. No large amout of buying, however, is expected 
until after inventories have been completed. 

Prices are firm, with indications pointing to an upward 
movement during the early part of the new year. 


Among the outstanding facts at present in the San 
Francisco hardware market are the following: 


1.—Substantial sales of Christmas merchandise have 
been made by both wholesalers and retailers. 

2.—Local price changes, made effective by jobbers dur- 
ing the past week, included an advance of 15c. base in 
both flat and corrugated galvanized sheets, and an ad- 
vance of 10 per cent in roofing and building paper. 

3.—Prices of practically all items are firm. Advancing 
tendencies are apparent, and an upward price movement 
is considered likely in many lines shortly after the first 
of the year. 

4.—Orders placed with jobbers by retailers for spring 
delivery are fair in volume, although retailers for the most 
part are still following the practice of buying on a hand- 
to-mouth basis. 





AXES.—Jobbers’ stocks are well bal- 
anced, and the demand, although not 
large, is fairly consistent. Prices are 
firm. 


Jobbers'’ quotations _ f.o.b. Sau 
Francisco: First grade, single bitted, 
handled axes, $21 to $25.75 per doz., 
base; Same, unhandled, $18.25 per 
doz.; First grade, double bitted, han- 
dled, $31.50 per doz.; Same, unhan- 
dled, $23.50 per doz. 


BATTERIES.—Sales are of large vol- 
ume, prices are firm, and the condition 
of jobbers’ stocks is adequate for imme- 
diate requirements. 


Jobbers’ quotations f.o.b. San 
Francisco: Columbia No. 6, case lots, 
$34.90 per 100; less than case lots, 
$40" to v— 90 per 100. Hot Shot, No. 
1, sy 7 each; oy 1662, $2.80 each; 
No. 1562, "953 6 each. 


BOLTS AND RIVETS.—Price advances 
are considered likely before long. Re- 
tail stocks are comparatively small; 
jobbers’ stocks are fair. Demands are 
limited. 


Jobbers’ quotations _ f.o.b. San 
Francisco: Machine bolts, large, cut 
threads, 40-5 per cent; same, broken 
packages, 30 per cent. Machine 
bolts, small rolled threads, 40-5 per 
cent: broken packages, 35 per cent. 
Carriage bolts, large, cut threads, 35 
per cent; broken packages, 20 per 
cent. Carriage bolts, small, cut 
threads, 40 per cent; broken pack- 
ages, 25 per cent. Stove bolts, all 
sizes, 75 per :cent. Some jobbers 
quote stove bolts, 5/16 and larger, 
70 per cent. Small rivets, steel, 60 
per cent; copper 40-5 per cent. 


ELECTRIC APPLIANCES. — Sales 
have been large. Stocks are low. Prices 
are steady. Christmas business has 
been heavy. 


Jobbers’ 
Francisco: 
colators, urn sets, 
per cent. Hot Point, 
cent. 


quotations _f.o.b. San 
Universal, toasters, per- 
irons, etc., 25-10 
same, 30 per 


HANDLES.—-Interest at present is 
more or less confined. Prices are firm. 
Stocks are moderate. 

Jobbers’ quotations f.o.b. San 
Francisco: Axe handles, No. 1, hick- 
ory, $7.50 per doz.; No. 2, $6.25 per 
doz. Hammer handles, 14 in., $1.60 
to $1.85 per doz. Hatchet handles 
same. Hay fork handles, 5 ft., $5.75 
to $6 per doz.; Manure fork handles, 
4% ft., $6.25 to $6.75 per doz.; Gar- 
den hoe handles, 4% ft., $4 to $4.75 
per doz.; garden rake handles, 5% ft., 
$5.25 to $6.75 per doz. Long shovel 
handles, $5 to $6.75 per doz. 


NAILS AND WIRE.—Strengthening 
price tendencies are apparent in the nail 
and wire market. Demands are limited 
and stocks broken. 


Jobbers’ quotations f.o.b. Sdn Fran- 
cisco: Wire nails, $4 base, per keg; 
cut nails, $5.35 base, per keg; cement 
coated nails, $3.25 base, per keg; 
roofing nails, $12.90 base, per keg. 
No. 9 galvanized wire, $4.30 per 100 
lb.; same annealed, $4.25 per 100 Ib.; 
Miscellaneous nails and brads, 70 
per cent; barbed wire, $4.70 per 100 
lb.; cattle wire, $4.80 per 10C Ib.; 
hog wire, $4.10 per 100 Ib. 


ROOFING PAPER.—An advance in 
price of 10 per cent was made effective 
by local jobbers during the past week 
in roofing and building paper. Demands 
are fairly large and the supply is mod- 
erate. A further price advance is con- 
sidered likely. 


Jobbers’ quotations f.o.b. San 
Francisco: Medium ae rx) % $2.50 per 
roll: heavy roofing, per roll. 
Building paper, 3 ply, ey 05 per roll; 

2 ply, $1.94 per roll. Sheathing paper, 
75c. per roll. 
be an- 


ROPE — Higher prices. will 
nounced next week. Volume on futures 
is very good. 

RUBBER HOSE.—Future orders have 
been fairly substantial. Prices are 
firm. 


Jobbers’ quotations _ f.o.b. San 
Hb crag: No. 1, 15%c. per ft.; No. 
2, 14%c. per ft.; No. 3, 11%c. per ft. 

in., smooth rubber hose ranges 
from 944c. to 10%4c. per ft. 


SCREWS.—Stocks are fair, prices firm 
and the current demand somewhat lim- 
ited. 


Jobbers’ quotations f.o.b. San 
Francisco: Machine screws, flat head, 
steel, No. 2 and 3, 55 per cent; No. 
to 24, 6634 per cent. Machine screws, 
round head, steel, No. 2 and 3, 55 
per cent; No. 4 to 24, 50 per cent. 
Machine screws, both flat and round 
head, brass, No. 2 and 3, 50 per cent; 
No. 4 to 24, 60 per cent. 

Wood screws, flat head, steel, 75 
per cent; round head steel, 72% per 
cent; flat head, brass, 67% per cent; 
round head, brass, 65 per cent; round 
head blued, 72% per cent; round head, 
nickel plated, 57% per ‘cent; galva- 
nized iron, 35 per cent. 


STEEL SHEETS.—A 15c. base advance 
in price was made effective locally by 
jobbers in both flat and corrugated gal- 
vanized sheets during the past week. 
Prices are firm for all warehouse steel 
products, and higher price levels are 
considered likely. 


Jobbers’ quotations _f.o.b. San 
Francisco: No. blue annealed 
sheets, $4.15 per 100° Ib.; No. 26, black 
sheets, $4.90 per 100 Ib.; No. 26, gal- 
vanized sheets, $5.75 per 100 Ib. Soft 
steel bars are $3 bas 


WIRE CLOTH AND ‘POULTRY NET- 
TING.—Future orders placed with job- 
bers for spring delivery has been of fair 


volume. Prices are firm and stocks on 
hand small. . 
Jobbers’ quotations _f.o.b. San 


Francisco: Black wire cloth, 12 mesh, 
$2.40 per 100 sq. ft.; 14 mesh, $3.40 
er 100 sq. ft. Galvanized, 12 mesh, 
$5 per 100 sq. ft.; 14 mesh, $3.20 to 
3.70 per 100 sq. ft. Copper, 12 mesh, 
$8.50 per 100 sq. ft.; 14 mesh, $7. 50 
per 100 sq. ft.; 50 ft. rolls 10c.. addi- 
tional. Poultry netting, 40-10-5 per 
cent before galv., 40-5 per cent, galv. 
after weaving. 
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December Business Good in New England 
Shelf Hardware Particularly Active 


(Boston office of HARDWARE AGE) 

r | \HE last month of 1924 proved to be the best Decem- 

ber in the history of the Boston shelf hardware job- 
In addition, it has booked sufficient for- 
ward business for early 1925 to practically insure a good 
It is generally believed the retail 
hardware trade also enjoyed a good holiday trade, but it 
is a little early to have final confirmation. 
which the retail trade has dipped into futures, however, 
suggests a healthy financial condition of a majority. 
Sentiment among New England people is bullish. Most 
everybody is looking forward to a period of prosperous 
People are inclined to spend some of the money 
they have been saving. Banks are more liberal in their 
ideas of rates of interest on loans on homes and business. 


bing trade. 


start on the new year. 


years. 


BARBED WIRE.—Business booked 
ahead on barbed wire is considerably 
larger than it was a year ago, yet the 
retail trade is by no means covered for 


1925. 
We quote from Boston jobbers’ 
stocks: 
Barbed Wire.—From Boston store, 
two-ply, 80-rod reels, $3.73 per reel 
net base; Waukegan, 80-rod reels, 
$4.30. From mill, catch weight reels, 
four-ply, Lyman, in car lots, 
less than car lots, 
i twisted, in car lots, 
3.60 per cwt., in less than car lots, 
$3 85. Waukegan, 80-rod reels, in car 
lots, $3.04 per reel, in less than car 
lots, 3.25; Lyman, in car lots, $3.14, 

less than car iots, $3.35; two- ply 
twisted, in car lots, $2.63, in ‘less than 
car lots, 1. 


BARROWS.—Some improvement is 
noted in forward bookings for garden 
barrows, but the showing to-date is 
somewhat disappointing to the jobbing 
trade. 

We quote from Boston jobbers’ 


stocks: 
Barrows. — Wheel, 
No. 


stock, steel wheel, 
net; No. 5, $5.75. Wood wheel, 
4, $5. 75; No. 5, $6. 


CLOTHES LINES.—Retail dealers are 
beginning to evince interest in clothes 
lines for spring delivery. 

Pins quote . from. Boston jobbers’ 


$7.25 per 
Cotton, 


from Boston 
4, $5.50 each 
No. 


“Clothes Lines.—Manila, 
earton of 20 hanks net. 
twisted, $4 per doz, net. 


COD LINES.—Interest in cod lines for 
spring delivery likewise is showing 
signs of life. 

We quote from Boston jobbers’ 


stocks: 
Cod Lines.—Tarred, No. 2, $1.10 


er doz. net; No. 4, $2.20; No. 6, 
$3.30. 


CULTIVATORS.—More forward or- 
ders for cultivators were taken by 
jobbers in the last month and a half of 
1924 than ever before in any similar 
period. 

We quote from Boston jobbers’ 


stocks: 
Cultivators. — Midge $3.45 per 


dozen; three- Tos cultivators, $6.65; 
five-prong, $8.8 prices net, 
American Fork A Hoe Co., No. G2, 
$5; Leader, No. 2, $3. 


FENCING.—Forward business in fenc- 
ing has fallen off the past week or ten 
days. The retail trade has been back- 
ward in taking advantage of the mar- 
ket before the advance in prices to 
take effect Jan. 1. 


The manner in 


deliveries. 


We quote from _ Boston jobbers’ 


stocks: 
Fencing. — Square Deal, in 10-rod 
rolls, 11 gage, No. 832, $5.50 per roll, 


net; No. 635, $3.40; No. 845, $4.40; No. 
1047, stays 6-in. apart, $7.10; stays 
12-in, apart, $5.12. All prices net, 
Cyclone, from store, 40 and 5 per 
cent discount. From factory, 50 and 
5 per cent discount. 


FLOWER BED GUARD, ETC.—Effec- 
tive Jan. 1 prices on flower bed guard, 
gates, and trellis advanced once more, 
this time approximately 5 per cent. 


Ro I quote from Boston jobbers’ 
stoc 

Flower bed pease. 40 and 5 per cent 
discount; trell nd 5 per cent dis- 
count, and ornamefital gates, 30 and 
10 per cent discount, from _ store. 
Discounts on direct factory shipments, 
f.o.b. cars Waukegan, Ill.; guard and 
trellis 50 and 5 per cent; gates, 50 
per cent. 


FLOWER BOXES.—1925 business in 


flower boxes is opening encouragingly, © 


say jobbers. 


a. ES quote from Boston jobbers’ 
stoc 

Flower Boxes.—Standard make, 24- 
in., $10.60 per doz. net; 30-in., $13.90; 


36-in., $20.90. 

HARNESS SNAPS.—Manufacturers 
and jobbers have marked up prices on 
harness snaps about 10 per cent on 
the average. 

HOCKEY STICKS.—Hockey _ sticks 
went big with the retail trade for 
Christmas and jobbers are of the opin- 
ion that reorders for the balance of 
the winter will be in order. 


We quote from Boston jobbers’ 
stocks: 

Hockey Sticks.—Boys’, white, $3.40 
a doz. net; boys’ special, $5.50; Ama- 
teur, $8. 50; Championship, $11.50; 
—— $15 

uck ks.—Standard makes, $2 a doz. 


net Sticks.—No. H, 95c. a doz. 
net; No. G, $1.50; No. C, $3.75. 

HOSE.—Since the middle of December 
quite a decided improvement has taken 
place in forward bookings of garden 
hose. Indications are that jobbers will 
clean up on stocks much earlier than 
usual. 
bos quote from Boston jobbers’ 


stocks: 

Hose.—Garden, —- dy %-in., B+ py 
per ft. net; %-in., - ¥-in., 10%c. 
Reading, %-in., = : " 86-in. ie wanes 
Gin. 8c. Bull £, -in., 13c. 

od Luck, eins in ilo, ‘ee in., 

. 11%c, Vim, %-In., 8%c., "fein f Te: 
a 10%%c. hoe in., 
-in., 8%c.; %-in., Cc. 


LAWN ACCESSORIES._Of the many 


Surely everything points to a period of great prosperity. 

In mill supply and heavy hardware lines has come the 
usual year-end easing up in business. 
freshing to report after several months of inactivity these 
branches of the hardware trade are beginning to see the 
light of day. Improvement is more noticeable in mill sup- 
plies, indicating a return of machine shop prosperity. It 
is difficult to find a line of mill supplies that did not sell 
before the present quietness. 
comeback in business has been slower. 
hardware items is likely to become paramount in hardware 
circles during the next sixty days, because steel mills are 
fast assuming normal activities and higher costs to the 
consumer naturally come when mills become pressed for 


It is somewhat re- 


In heavy hardware the 
Interest in heavy 


items making up lawn accessories, 
mowers have been by far the most 
active in forward bookings. Basing 
their belief on goods already booked, 
jobbers say retail stocks of mowers 
must be smaller than they have been 
in several years. 
bes quote from Boston jobbers’ 


stocks: 
Lawn Mowers. — Regal, 16-in., $32 


oe. Rs 18- my om zs. “Tinperiai, 14-in., 


6-in., Ambassa- 
dor, 16-in., Hf ‘og® 1s. +5 + $22.75. Lake 
wood, 16- in. ie Bh 50: 18-in., $25. New- 
port, 16-in., $15; 18-in., $15.75. Colo- 


14-in., $12.50; 16-in., $13.25. 
50 per cent. Hub, 1 ~_ $5 each, net; 
14-in., $5.25; 16-in., 

Lawn Telusanee, — Fenater makes 
$15 each, list. Discount, 50 per cent. 

Factory Shipments. —On direct fac- 
tbry shipments up to 30c. freight on 
ten or more machines is allowed. 

Lawn Rollers. — Water weighted, 
18-in. diameter x 24-in. long, $14.84 
each, net; 24-in. diameter x 24-in. 
long, $17.17. 

Sprinklers. —Lawn, fountain, $7.75 
per doz. net; fountain, half circle, 
$6.65; rooks,-: $3; Rain King, $2.34. 

Lawn Rakes. —Wood bow, $8.75 per 
doz. net; steel bow, $9. 


PLUMBERS’ TORCHES.—A very 
good steady movement of plumbers’ 
torches out of jobbers’ stocks is re- 
ported by the wholesale trade. Steady 
cold weather is expected in the next 
sixty days throughout New England, 
which may account for the buying. 
We quote from Boston jobbers’ 
stocks: 
Plumbers’ Torches.—N: U line blow 
torches, No. $5.33 each net; No. 


9, 
38, $5.76; No. 39, $6.05: No. 43A, 
$5. og one 92, $6.79; No. 105, $3.60; No. 
POSTS.—Although by no means brisk, 
bookings for posts to be delivered later 
in the year are slowly gathering mo- 
mentum. 
We quote 
stocks: 


Posts.—Line, steel, galvanized, 6% 
f- 63c. each net; 7-ft., 69c.; 1%4- 5G. 


from Boston jobbers’ 


End. — Steel, galvanized, 7%%-ft., 
$3.94 each, net. 
Corner.—Steel galvanized, 7%\%-ft., 


$5.70 each net. 

POULTRY SUPPLIES.—Manufactur- 
ers, according to jobbers, have ad- 
vanced poultry fencing once more. 
Jobbers quotations at last reports were 
unchanged, but undoubtedly will be 
marked up before the close of another 
week. Interest in poultry supplies 
centers largely in incubators. 
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We 
stocks: 
incubators.—Buckeye line, 


quote from Boston jobbers’ 


oil and 


gas eas No. 1, $26.25 each net; 
No. $31.15; No. 3, $40.43; No. 4, 
$47:60. No. 5, 0; No. 14, $11.55; 


$74.9 
No. 16, $19.25; No. 17, $25.73. Queen 
line, style K, No. 20, 70 egg capacity, 
$16.50 each; No. 21, 120 eggs, $27.50; 


No. 22, 220 eggs, $36.75; N 

eggs, $27.50; No. 2, 135 eggs, $37.50 
o. 3, 180 eggs, $44.50; No. 4, 

eggs, $57.75; No. 5, 400 eggs, $68; No 


- No. 35, 800 eggs, 
32; No. 45, 1000 eggs, $157. Dis- 
count, 30 per cent. 
Brooders.—Buckeye line coal No. 
18, $15.05 each net; No. 19, ; 
oil aavner, sto. 20, $8.23; No. 21, 
$10.85; No. 22, $13.30; No. 25, coal 
S41 No. 27A, oil burner, 
$12.25: No. OR A, $14: No. 29A, $15.75; 
Queen line, No. 1, 600 chick capac- 
ty, $21.50 each; No. 2, 1200 chick ca- 
pacity, $26.50. Discount, 30 per cent. 
Fencing. —Blue arg in 10-rod 
on 17-gage, No. 1424 $3. 30 per roll 
t; No. 1736, $4.20; No. 2048, $4.95; 
No. en $5.85; No. 2676, $6.70. ‘Square 
Deal, 14% Fe0r's ea. 1548 $5 per > a 
net; No. 1760, 15% gage, No. 
1636, $4.40; No. erty 4 30; No. 2260, 


burne ©, 


RADIO GOODS.—Never before since 
radio has been in vogue have retail and 
jobbing sales been as large as they 
were at Christmas. Some of the larg- 
est retail dealers were fairly swamped 
with business. 


We quote from Boston jobbers’ 
stocks: 

Soter~tennety, No. 5, $105 each 
list: No. 6, $85; No. 15, $142.50. Dis- 
count 35. ‘per cent. 
neutrodyne receiver, $175 list. 
count 35 per cent. Synchrophase 
broadcast receiver, $155 “ist Dis- 
count, 35 per cent. Cook’s De Luxe 
installation, $400 net. Crossley goods, 
Newport $100 each; discount 40 per 
cent. Trirdyn, $65; discount 40 per 
cent; special $75, discount 40 per 
cent: No. 62, $30 each, list; No. 51, 
$18.50; No. 50, $4. Discount 33% 
per cent. 

Batteries.—-Yale, B, 45 volts, $3.75 
each list; 22% volts, $2. Discount 
35 per cent. 

Battery Charge.—Apco line, in lots 
of less than 10, $13.50 each net. 

Tubes.— Cunningham and R. C. A. 
$4 list. Discount 25 per cent. 

Loud Speakers. — Western Electric 
No. 622W, $9.50 list. Discount 30 per 
Manhattan $10 list. Discount 
30 per cent. 

Dictogrand — Upright model, $25 
list; Musette, new model, black, $12. 75 
each list; gold and silver bases, $20. 
Discount, 35 per cent. 

Loop s.—Cooks new folding model, 
$13.50 "each list. Discount in lots of 
less than six, 30 per cent. In lots of 
six or more, $7.50 each net. 

Meters.—Sterling ammeters, No. 24, 
35 amps., 65c, each net; voltameters. 
No. 44, 35 amps. 90c. each, volt- 
meters, No. 34B, 0 to 30 volts, $1.50 
each; No. 34C, 0 to 50 volts, $1.85. 

Ear Phones. —Pacent, $3.50 per pair, 
list. Discount 30 per cent. 


ROPE AND TWINE.—What is said to 
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be the largest forward business ever 
booked is reported by the jobbing trade. 
The buying, they say, is based on a 
general belief that prices will be higher 
in the early part of 1925, and the 
supply not abundant. 


We quote from Boston jobbers’ 
stocks: 

Rope.— Manila, 23c. per Ib., base; 
sisal rope, 18%4c.; hay rope, 19c.; cot- 
ton rope, 46c. 

Lathe Yarn.—Sisal, C130, 19c.; D200, 
19c. per Ib. 

Twine. —Hemp, in 42 Ib. balls, No. 
12, 40c. a Ib.; No. 18, 35c.; No. 24, 33c. 
No. 36, 32c.: No. 48, ic. In 4 -lb 
balls, No. 18, 37c. a Ib.: No. 24, 36c. 
On reels, No. 18, 36c. a Ib. Cotton, 
marsac, three ply, in 5 Ib. sacks, 
No. 1, 62c. a lb.; masma, No. 2, 59c.; 
ute, in %-lb. balls, 27c.; cable laid, 

36, 75c. Wool twine, four ply, in 
1-Ib. balls, 17c. a Ib.; marlin, two 
ply, in 1- Ib. lots, 24c. a lb.; in 50-Ib. 
rolis, 27c.; three ply, in 1-lb. balls, 23c. 
a Ib.; in 2-lb. balls, 20c. 


SCREENS AND DOORS.—Factory 
shipments on screens and doors will 
begin in February. Jobbers are well 
booked upon forward business. 
We quote from Boston jobbers’ 
“Tee Doors—From stock, , 241, 
2 x 6, $1.37 each net; 2 . 8, $1.64; 


$1.81. No. 384, 2x $2.19; 9 
‘ No. B67 2 x 6, 
$4.06. 


screens.—Com Yor " 
2, $4.44 a 12o2°* No. mm 
mer, No. . $4. 69; No. 3433, $5.69; 
No. 2437, sei: No. 2837, $7. 
SHOVELS.—A decided slowing up in 
the movement of snow shovels out of 
jobbers’ stocks is noted. New Eng- 
land has not experienced enough snow 
so far this winter to stimulate business. 


Ls quote fron’ Boston jobbers’ 
st 

Shovels.—The following prices ap- 
ply to polished goods. Black finish 
cost $1 per doz. less. Prices are for 


doz. lots, net. 

No. 2 No. 3 
Ames brand ........ $17.14 $17.54 
Blair or Carter ..... 15.26 15.66 
(ae 14.33 14.73 
0 13.39 13.79 
Massachusetts ...... 12.45 12.85 


No. 2 sia. ‘00 
Eee 18.15 14.38 
et ahd Et <a Sa Se 18.54 14. 76 
 * aaa 18.93 15.14 
a ©. shiségusaannsesad 19.31 15.51 

onee ay —Wooden, boys’, with 
tip, No. “ pe er doz. net; sin gle 
steel tip, oNo. $7.60; doubl steel 
tip, No. 69, $8. 30° malleable ti No. 
68, $9.70; Crescent, $10.20; Pathfinder, 
$10.20 Ruggs line, steel, long han- 


dle, Hibbard, No. 500, $5 per doz. net; 
steel D-handle, $6; split wooden D- 
handle $6. Massachusetts, long han- 
dle, $8.75; malleable D-handle, $9. 
New Eclipse, galvanized, No. 239, 
$12.80: Menzie, spring steel, $12. 
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SIDEWALK  CLEANERS.—Business 
in sidewalk cleaners’ likewise has 
dropped to small proportions. 


Ra quote from Boston jobbers’ 
stocks: 

Sidewalk Cleaners. — Wallingford 
line, No. SCX7%, $8.50 per doz.; No. 
IC, $10; No. RRSC, $5.10. Swineford 
line, No. 375, $10. 


SKATES.—AII kinds of skating outfits 
are cleaned up, say jobbers. Christ- 
mas sales of regular lines of ice skates 
were much better than expected, say 
the wholesale houses. 


We quote from Boston jobbers’ 
stocks 
ice ‘Skates—Union Hardware Co. 


line, No. 1624, a pair net; No. 
16244, $1.24; _ " 1824, $2.06; No. 
1924%, $3.12. 

Hockey Skates.—No. 524%, $1.36 a 
air net; No. 424%, $1. 74; No. 9244, 
3.31. Canadian, No. 5%, $1; No. 7, 


1.67. 

Ladies’ Skates.—No. 52, 97c. a pair 
net; No. 65624, $1.17; No. §24146L, 
$1. 62: No. 562414, anti 14: No. 5724%, 
$1.92; No. 592446, $3 5 

Outfits. —Men’s, tg 72, Yo 65 a pair 
net; ladies’, No. 74, $3.6 5; men’s, 
No. 130, $6; ladies’ No. 093, $6.50: 
” Goodyear welts. Tub No. 

gray enameled, $5.50; nickel 
plated. $6.50. 

Skate Straps ——-Black or _ russet 
with common buckle, 20- in. “i 25 
per doz., net; 26-in., .75; 30 
$1. 75; 36- aay -. $8; 42-in., $3. 75. With 
patent buckle, "20- in., $1.50; 30-in., 


SLEDS.—The holiday trade in sleds 
was fully up to expectations say job- 
bers and retail dealers. The first of 
the year finds the local wholesale 
stock of racer sleds virtually exhausted. 
. a quote from Boston jobbers’ 
‘Sleds. —Flexible Fliers, No. 1, $4 
each list; No. 2, $5; No. 3, $6.25; No. 
4, No. 5, 25; Racer, $6.75; 
Racer, Jr., $5.50. Discount on store 


shipments, 33% per cent; on direct 
factory shipments, 35 per cent f.o.b. 


Philadelphia. 
Firefly Line.—No. 9, $2.50 — 
list; No. 10, $3; No. 11, $3.75; No. 12, 


$4 25. Discount, 40 and 5 per Seer 
Paris Line.—Speed way No. 99, $22 

per doz. list; No. 100, $24; No. 150, 

$30; No. 200, $36; No. 250, $42; No. 

300, $50. Discount 40 per "cent. 
STANLEY GOODS.—tThe Stanley Rule 
& Level Co, has issued new price lists, 
which show a few miscellaneous ad- 
vances approximating 10 per cent. 
WATER GLASS.—Water glass is 
going big, current sales being for for- 
ward delivery. Prices are unchanged 
from last season’s. 


We quote from 
stocks: 

Waterglass. —Pint containers, $1.30 
per doz. net; quart containers, $2; 
gallon containers, $7. 


Boston jobbers’ 





Increase in Stove and Range 
Production 


Government Report Shows Value of Products Was 
$155,601,.516 in 1923 


(Washington office of HARDWARE AGE) 
HE Census Bureau has made pub- 
lic data collected at the biennial 
census in 1923, of the establish- 

ments engaged primarily in the manu- 
facture of heating and cooking stoves, 
ranges and furnaces, not including gas, 
oil and electric stoves, heaters and 
ranges, nor steam and _. hot-water 
heaters. The total products reported 
are valued at $155,601,516, an increase 


of no less than 53.2 per cent as com- 
pared with 1921, the last preceding 
census year. 

The establishments classified in this 
survey are those whose principal 
products are cast-iron, sheet-iron’ and 
wrought-steel stoves, ranges and fur- 
naces; fireless cookers; evaporating 
furnaces, and furnace and stove parts. 
In addition, stoves and furnaces are 
manvfactured to some extent as sec- 


ondary products by establishments en- 
gaged primarily in other industries, 
the value of such commodities being ap- 
proximately $2,500,000 in 1921, while 
a on figures have not yet been com- 
piled. 


Decline in Number of Establishments 


Of the 343 establishments reporting 
for 1923, 51 were located in Ohio, 46 
in Illinois, 37 in Pennsylvania, 23 in 
Michigan, 21 in Indiana and the re- 
maining 165 in 26 other States. In 
1921 the industry was represented by 
357 establishments, the .decrease to 
343 in 1923 being the net result of the 
loss of 58 establishments which had 
been included for 1921, and the addi- 
tion of 44 new establishments. 
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1924 Closes with Record Holiday Business in 
Chicago— Wholesale and Retail Stock Low 


(Chicago office of HARDWARE AGE) 


J bovine from the number of repeat orders and the 


of this time last year. General cold weather and snow 
has also held up the volume of orders for immediate 
delivery on seasonable merchandise. 


There is every indication that prices will continue to 
advance and this week shows several jobbers’ advances 
with predictions of additional ones in the near future. 
Linseed oil duplicated last week’s jump of four cents 
and solder went to a new high level. There was a very 
slight break in some items of builders’ hardware, but most 
of the items in this line stood firm and the demand is ex- 
ceptionally heavy. 

The continued heavy demand for steel! is keeping the 
steel mills in this district operating at nearly capacity 
and there are rumors that a general price advance is im- 
minent which, of course, will directly react on the jobbers’ 
prices on steel and wire products. 

Financial conditions are the best that they have been 
for some time and collections are very good. 


buying activities in holiday merchandise by the re- 

tailers right up to the last minute, the Christmas 
gift business accorded hardware men in this district this 
year should set a record. The growing custom of manu- 
facturers to pack their products in holiday boxes and the 
increasing tendency of the retailers themselves to bid for 
a share of the gift buying are undoubtedly largely re- 
sponsible for this very satisfactory situation. Of course 
general business conditions have helped too. 

Inventory is now the thing uppermost in the minds of 
both jobbers and retailers, and it is conceded that the 
stocks of the latter are at low ebb. Undoubtedly, in view 
of the rising market, there will be a good volume of 
business placed immediately after the inventory has been 
taken. During the past two or three weeks there has 
been a remarkable increase in future orders for spring 
goods and they have reached a volume considerably ahead 


neal bevel inside sets, case lots, $6.75 per No. 766, $1.40 each; No. 767, $2.62 
AUTOMOBILE ACCESSORIES.—Cold doz.; steel bit-keyed front door sets, each. 
weather and snow has caused an excep- $1.75 per set; wrought brass. bit- Battery Chargers.—Apco line, in 


lots of less than 10, $13.50 each, net. 
Tubes.—Cunningham and R. 
$4 list. Discount, 25 per cent. 
Loud Speakers.—Western Electric, 


keyed front door sets, $3.25 per set; 


rtain items 
tionally heavy demand on certain ite Gindes teeat door neta, U.00 oer 
set. 


and there is consequently some short- 
age in seasonable goods. 


C. A., 





CHAIN.—Prices are unchanged, al- No. 522W, $9.50 list. Discount, 36 : 

- ze eee. from jobbers’ stocks, though an advance is an early possi- per cent. 

oe Plugs.—Splitdorf, 50c. each; bility. Sales are light. FIELD FENCE.—Demand is fair. 

regular, 58c. each; Champion X, 45c. We quote from jobbers’ stocks, Prices firm. 

each; lots of 100, 41c. each; Cham- f.o.b. Chicago: %-in. proof coil chain. ; 

pion Blue Box line, 53c. each; A. C. $8.50 per 00 ib.; Tenso, Bull Dog We quote from jobbers’ stocks, 

Titan, 58c. each: lots of 100, 56c. and Brown coil. chains. 80-10 per f.o.b. Chicago: 726-6-12%, $29.70 per 

A. C. Special Ford, 44c. each. cent discount: No. 00-41% > SABE a 0d ae rods; 1948-6-14%, $45 per 100 

Spot Lights.—Anderson, No. 3280, welded cow ties, $2.75 per doz. sOam. 


$6.50 each; Stewart, $5.67 each. 
Horns.—E. A. Electric (Ford), $4 


each. 
Jacks.—Reliable Jacks, No: 46, $2.50 


CLIPPERS, HORSE AND SHEEP.— 
Sales on clippers are slow. Prices are 


FILES.—The demand 
Prices unchanged. 


is very good. 


ech Ty iota Qc HE ah Rigg unchanged La ite, fete, shy 
No. 6 90c. each; National Standard, We quote from jobbers’ stocks, per cent off list; Nicholson files, 50 
No; BM - each. 1%-in. cylinder a -b. ey git lat: No 15 clip- per cent off list; Black Diamond files 

erm. CF ping machine S 0 one- -10-5 pe a , 
$1.55 each. man power shearing machine, $25 40-10-5 per cent off list. 


Chains.—Non-skid, dozen pair lots, 


list; top plates, No. 90 and No. 360, 


GALVANIZED PAILS, TUBS, CANS 


33% per cent discount; 50 pair lots, $1.50 each, list: bottom plates, No. : : 
40 per cent discount. 99 and No. 361, $2 ty Dealers’ AND BASKETS.—With the advancing 
Tires and Tubes.—30 x 3% over- discount, 33% per cent. Stewart price of spelter, manufacturers’ prices 
size cord tires, $10.45 each; regular electric clipping machine, No. ° h fi d edad ioltnene fol 
cord, $8 each; gray inner tubes, 30 pedestal type, list; No. 900, ave firmed, which jobbers must follow 


316, $1.20 each; red 
30 x 3%, $1.50 each. 


inner tubes, 


AXES.—Sales continue to he very good. 


No price changes. 


shearing machine, $90 list, f.o.b. fac- 
tory, Chicago, with 25 per cent dis- 
count to dealers. 


COPPER RIVETS AND BURRS.— 


eventually, but jobbers’ prices are un- 
changed as yet. 


We from 


f.o.b. Chicago: 


quote jobbers’ stocks, 


Competition galva- 


We quote from jobbers’ stocks, There is a good demand, following last nized after-made water pails, genu- 
f.o.b. Chicago: First quality single week’s advance. ig Se a a i ns Sop i 10- 
bitted unhandled axes, 3 to 4-Ib., $14 We quote from jobbers’ stocks vanized Pace ERA con ge Me, . an’ Ee 
doz. base; double bitted, $19 doz. f.o.b. Chicago: Copper rivets and No. 2, $7 doz.; N , 2. $3.3 30°d NA 
base; good quality black unhandled coe 2a ~ ae aS : O O. doz.: No. 

, s . eR h. wash boiler, wood. grip 


axes, same weight, single bitted, $13 
doz. base; single bitted handled axes, 


EAVES TROUGH AND CONDUCTOR 


doz.; 1-gal. a 


$13 
breast galvanized kerosene can, $2.2 


and handles 


a: a ae 4 — Tay ~ ncaa > quae PIPE.—Prices remain firm with a good doz.; 1-bu. galvanized baskets, $6.50 
y and grade of handle. volume. doz.; 14%-bu., $8.25 doz.; 5-gal. galva- 
BOLTS AND NUTS—There has been “" “We quote from jobbers’, stocks, -»-BMzgit ll cans, galvanized | breast 


no change in jobbers’ prices yet in spite 


f.o.b. Chicago: Single bead lap joint 


light galvanized ash cans, with cover, 


: ’ gutter, 5-in. $4.50 per 100 ft.; corru- No. 55 e ‘i 
of the recent advance in manufacturers gated conductor pipe, 3-in., $4.75 per a uct tr te ae. No. : en guive 
prices. 100 ft.; plain ridge roll, 1%%-in., $4 nized after-made No. 171, $32.40 doz.: 
: per 100 ft.; corrugated conductor el- No. 191, $37.25 doz.: No. 201, $44.75 
We quote from jobbers’ _ stocks, bows, 3-in., $1.36 doz. — we + ORs , 
f.o.b. Chicago: Carriage bolts, cut ‘ Me GOs. 
thread, 50 per cent discount; small ELECTRICAL AND RADIO MER- GARDEN HOSE AND LAWN 
carriage bolts, rolled thread, 50-10 CHANDISE.—Demand for radio con- . _— sty a 
per cent discount; machine bolts, cut elem diner a Witenes. terial SPRINKLERS.—Future orders are 
thread, 50-10 per cent _discount; y ° = £ . coming in good volume. Prices un- 
small machine bolts, rolled thread, r ’ 
. We quote from jobbers’ stocks, 
$0-30-6 per cent discount; all stove f.0.b. Chicago: changed. 
olts, 75-5 per cent. discount; lag Electrical Merchandise.—No. 14 rub- We « ' 
eats yuote from jobbers’ stocks, 
screws, 60 per cent discount. ee ea per 1600 ft.; f.o.b. Chicago: Garden hose, good 
’ me . in -ft. lots, $7.65; No. amp quality, molded hose, -in., 10%c. 
BUILDERS HARDWARE. There is cord, $14.50 per 1000 ft.: in 1000-ft. per ft.; %-in., 13c. a, ft. ; 3-ply, 
a slight drop in door sets in the face of lots, $13.76: -in, brush brass key good quality, wrapped, %-in., 10c. 
. sockets, 19c. each: two-way plugs, per ft.; %-in., 12c. per ft.; 4-ply, 
of an exceptionally good demand. 60c. each; in lots of 10, 49%c. each; g£o00d quality, wrapped, %-in., 12c. 
We quote from jobbers’ stocks, one-piece attachment plugs,  13c. per ft.; %-in., 14c. per ft.; 5-ply, 
f.o.b. Chicago: 2% x 3% steel butts, each; twe-piece attachment plugs, zood quality, wrapped, ™%-in., 9c. per 
case lots. old copper and dull brass 12c. each: dry cells, boxes of 50, : %-in., lle. per ft. Lawn sprin- 
finish, $2.67 per doz. pair: 4 x 4 3044c. each; less than case lots, 34c. klers, Rain King, $28 doz.; original 
steel butts, old copper and dull brass eac fountain sprinkler, $8 doz.; Rain 


finish, $3.63 per doz. pair; heavy steel 


Radio Supplies.—Radio B batteries, 


38-in. high, $24 doz. 
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GLASS AND PUTTY.—Prices remain 
firm. Continued demand has strength- 
ened the market. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Single strength A, 
25-in. bracket, 88 per cent discount; 
—_ strength A, 34 to 40-in. brack- 
et, 86 per cent discount; single 
strength A, all other brackets, 85 
per cent discount; double strength A, 
all sizes, 86 per cent discount. Putty 


—pure grades, $3.75 per 100 lb.; com- 


mercial, $3.40 per 100 Ib 
HATCHETS.—Prices are firm. Sales 
are fair. 
We quote from jobbers’ stocks, 


f.o.b. Chicago: First quality hatchets, 
No. 2 shingling, $11.20 doz.; first qual- 
ity hatchets, No. 2 broad, $14. 45 doz.; 
medium quality hatchets, No. 9 
shingling, $7.25 doz.; medium quality 
hatchets, No. 2 broad, $10.50 doz. 


HANDLED HAMMERS.—No change 
in prices. Sales are in fair volume. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: First quality, 16-oz. 
nail hammers, $10.50 doz.; first qual- 
ity, 16-oz. machinist hammers, $7.85 
doz. ; ye quality, 16-oz. nail 
hammers, $6 doz. 


HANDLES, TOOL.—Sales 
and prices firm. 


We quote from jobbers’ 
f.o.b. Chicago: 

Axe Handies.—No. 1 hickory, $4 
doz.; No. 2, $3 doz.; second growth 
hickory, $5 ‘doz.; finest estocted sec- 
ond growth hickory, $6 d 

Hatchet and Hammer "‘Mentee— 
No. 1, 90c. doz.; finest second growth 
hickory, $1.50 doz. 


HINGES.—While there are no price 
changes, the market is strong. 


We paste from jobbers’ stocks, 
f.o.b. Chicago: Heavy strap hinges, 
in bundles, ye 2 1.03; 5-in., $1.42; 


are good 


stocks, 


6-in., $1.60; 8-in., $2.70; 10-in., $4 30 
per doz. pair; oxtre heav r hinges, 
in bundles, 4-in., -in., $1.66; 


6-in., $2.08; 8-in., 33 66: 10-in., $5.10 
per doz. pair. 
ICE SKATES.—tThe cold weather has 
made an extra large demand. Prices 
are unchanged. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: Key Clamp—Rocker, 
Men’s and Boys’, > finish, — 
pair; Half Ke: Rock 
Women’s and Girls’, bright finish, “$i 

r; Key Clamp—Hockey, Men’s and 

ys’, $1.20 pair; Half Key Clamp— 
Hockey, Girls’, $1.40 pair. 


LANTERNS.—Sales are good. Prices 
firm. 


We quote from jobbers’ stocks 
f.o.b. Chicago: Dietz D-Lite, $13 doz.; 
with large fount, $14.25 doz.; Little 
Wizard, $s. 50 doz.; ; Blizzard, $13 doz. 


LARD PRESSES AND SAUSAGE 
STUFFERS.—Cold weather is respon- 
sible for a good demand. 


We quote from jobbers’ stocks 
f.o.b. Chicago: Ente se No. 25, 
4-qt., $7.28 each; No. 31, 7 at, $7.89 


each; No. 35, 8-qt., $8.67 e 
LAWN MOWERS AND GRASS 
CATCHERS.—Spring orders are in 
good volume. Prices unchanged. 


We quote from jobbers’ stocks 
f.o.b. Chicago: 

Lawn Mowers.—16-in. ball weet 
5-knife, 1l-in wheels, $12.35 each; 
16-in., ball bearing, 4-knife, “om 


wheels, $10 each; 16-in. plain bear- 
ing, 4-knife, 10%-in. eer, $8.65 
each; 16-in. ball bearings, 4-knife 
9-in., wheels, $.85 each; 16-in. plain 
bearing, 4-knife, 9-in. wheels, $7.35 
each; 16-in. ball bearing, 4-knife., 
8-in. wheels, $8 each; 16-in. plain 
ee 3-knife, 8-in. wheels, $5.85 
each. 


Grass Catchers.—Galvanized bot- 
tom, for 14 to 16-in. mowers, full 
packages, $8.80 doz.; galvanized bot- 
tom, for 18 to 21-in. mowers, full 
packages, $9.60 doz.;: plain bottom, 
canvas. for 18 to 21- in. mowers, $7. 60 
doz.; plain bottom canvas, for 12 to 
16-in. mowers, $5.90 doz. 


HARDWARE AGE 


NAILS.—Sales are very good. Prices 
are unchanged. 


We quote 


from jobbers’ stocks, 
f.o.b. Chicago: i 


ommon wire nails, 
$3. cement coated, 
$2. 55 per keg base. The extra for 
galvanized nails is now $2.25 for 1-in. 
— longer; $2.50 for shorter than 

-in. 

OIL STOVES.—The volume of orders 
for spring delivery is good. No change 
in prices. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: Old line New Perfec- 
tion 2-burner stoves, 
3-burner, $22 each list; 4 burner, $28 
each list: new Improved New Perfec- 
tion 2-burner, $22 each list; 3-burner, 
$28.50 each list; 4-burner, $35 each 
list; Superfex 2- a $36 each list; 
3-burner, $45 each list; 4-burner, 
$58.50 each list. All subject to 30 
per cent discount. Lots of ten or 
more are subject to 30-5 per cent 
discount. 


PAINTS AND OILS.—After remaining 
dormant last week, linseed oil takes a 
four cent jump. Other prices un- 
changed. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 
Linseed Ojil.— Raw, barrel lots, 


<i per gal.; 5-barrel lots, $1.22 per 
gal. 

Linseed Oil. — Boiled, barrel lots, 
$1.29 per gal.; 5-barrel lots, $1.24 per 


gal. 
emanate lots, 99c. 


gai. 

Denatured Alcohol.—Barrel lots, 
65c. per gal.; steel drum, extra $6, 
returnable. 

hite Lead.—100-Ib. kegs, $15.75; 
50-Ib. kegs, $8.15; 25-lb. kegs, $4.15; 
 * Ib. kegs, $2. 15. 


per 


Dry Paste.—Barrel lots, 7%c per 
Shellac.—(4-Ib. aoe). white, $3.50 
per gal.; orange, $3.20 per gal. 


English Venetian Red. in barrels, 
$3.50 to $6.75 per 100 Ib. 


PYREX WARE.—Sales volume is ex- 
ceptionally good. Prices are unchanged. 


We 2 otel from jobbers’ stocks, 
f.o.b. Chica 

Bread i 212, $7.20 doz.; 
No. 214, $12 doz. 

Casseroles.— Round, No. 167, $12 
doz.; No. 168, $14 fox. ; No. 182, $12 
doz.; No. 184, $14 

Bh gE ay ‘No. 193, $12 doz.; 


No. 197, $14 doz. 

Pie Plates. —No. 202, $6 doz.; No. 
203, $7.20 doz.; No. 209, ve 20 doz. 

Tea Pots. —2-cup, $20 doz.; 4-cup, 
$24 doz.; 6-cup, $28 doz 

Utility Pans.—No. 231, $8 doz.; No. 
232, $14 doz. 


ROASTERS.—The seasonable demand 
about over. No price changes. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 


No. 75 blued, $10.75 per doz.; No. 
200, blued, $14. 40 per doz.; No. 11, 
blue enameled, $20.75 per doz.; No. 
41, blue enameled, $25.50 per doz.: 
No. 13, magnolia enameled, $28.35 

per doz.; No. 43, magnolia enameled, 
$36, - er doz. 


Blac beauty roasters and drip 
pans, three-piece, No. 10, $9 


; No. 6, $5.37; No. 7, $6.27 
Drip pans, 33% from manufacturer’s 
list. Ekco tin bread and cake pans, 
33% from manufacturer’s list. 


ROLLER SKATES.—tThere is a good 
volume of orders for spring delivery. 
Prices are unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Union roller skates 
for boys, = 40 per pair; for girls, 
$1.50 per pair. 


ROOFING AND PAPER.—No price 
changes. A fair volume of business. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Best grade slate sur- 
faced prepared roofing, $1.95 per 
square; best grade talc surfaced, 
$2.20 per square; medium tale sur-. 
faced, $1.60 per square; light talc 
surfaced, 95c. per square; red rosin 
sheathing, $57 per ton. 


January 1, 1925 


ROPE.—Future orders are coming in 
in good volume. An advance is re- 
ported at press time. New prices will 
be announced next week. 


SASH CORD.—Prices 
Sales are good. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: No. 7 standard eK 


$10.55 per doz. hanks; No. 8, $12.1 
per doz, hanks. 


unchanged. 


SASH PULLEYS.—Prices firm. The 
demand at present is good. 
We quote from jobbers’ stocks, 


f.o.b. Chicago: Common sash pulleys, 
50c. doz.; barrels, 54c. doz.; Common 
Sense, 2-in., 60c. doz.; barrels, 54c. 
o.; No. 105, 52c. doz.; barrels, 48c. 
OZ. 


SCREWS.—Prices are very firm, with 
ere of an early advance. 


quote from jobbers’ stocks, 
Peg hicago: Flat head, bright 
screws, 78-10 per cent new list; round 
head blued, 76-10 per cent list; flat 
head brass, 76-5 per cent new list; 
round head brass, 74-5 per cent new 
Ln fe japanned, 72-10 per cent new 
st. 


SOLDER AND BABBITT METAL.— 
Another advance this week for tin and 
lead continues at very high levels. 
The demand is good. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Warranted, 50-50 
solder, $40 per 100 lb.; medium, 45-56 
solder, $39 per 100 lb.; tinners’, 40-60 
solder, $38 + 
babbitt metal, $20 per 100 1lb.; stand- 
a No. 4 babbitt metal, $13 per 100 


STEEL SHEETS.—Prices are very 
er with a good active demand. 


a. from jobbers’ stocks, 
Py 0: 28-gage galvanized 
sheets, $5. 50 per 100 Ib.; 28-gage 
black sheets, $4.50 per 100 Ib. 

a good 


WIRE GOODS.—tThere is 
volume of future orders. Prices are 
unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: No. 8 black annealed 
wire, $3. cS per 100 lb.; No. 
nized plain wire, $3. 60 p 
catch weight spool galvanized cattle 
or hog wire, $3.95 per 100 lb.; 80-rod 
spool, galvanized hog wire, $3. 43 Ig 3 
a Seg fence staples, $3.70 
per 12-mesh,. black wire cloth, 

00 ae fod sq. ft.: 12-mesh, galva- 

nized "vive cloth, $2.20 per 100 sq. ft.; 

‘éaneuh bronze wire cloth, $6.25 per 
100 sq. ft.; galvanized poultry netting, 
55-5 per cent discount, galvanized 
after poultry netting, 50- 5 per cent 
discount, 


WRENCHES.—Sales are good. Prices 
firm. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Agricultural wrenches, 
60 per cent discount; Coes’ wrenches, 
40-10 per cent discount; engineers’ 
wrenches, 25 per cent discount; Still- 
son, 70 per cent discount. Trimo, 
65-10 per cent discount. 


Snap-on Wrenches.—Radio and elec- 
trical set, $4; No. 101 Master Service 
a $15.25: No. 202 Heavy sett, $8.80; 

30 Ford Master Service set, 
$14.85: No. 404 Universal Stocket set, 
$8.75; No. 505-B Screw Driver set, 
$3.40; No. 900 Square Socket set, 
$3.70. All Snap-on Wrenches less 40 
per cent discount. 








Requests Catalogs on 


Sports Goods-Hardware 


W. E. McQueen, Missouri Valley, 
Iowa, will open a hardware and sport- 
ing goods store about Dec. 15. He re- 
quests manufacturers and others to 
send him catalogs covering these lines 
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Surprisingly Low 


Ford Trucks rule favorite with hard- 
ware merchants. The reason is quite 
obvious. Ford Trucks not only cost less 
to buy and less to maintain but give 
dependable daily service when operat- 
ing under all conditions of road travel. 


It is this assurance of reliable road per- 
formance that enables the hardware 
merchant to profitably widen his de- 
livery radius. Ford Trucks make it pos- 
sible for you to serve more customers 
promptly and help you to bigger hard- 
ware profits. 


The Ford Ton Truck operated by Fred 
M. Haas, Washington, D. C., is his 
fourth Ford unit. It averages 30 retail 
deliveries a day and is always on the 
job. Aside from making retail deliver- 
ies, Mr. Haas uses his Truck to move 
stock from the wholesalers to his store. 


Your nearest Authorized Ford dealer 
can furnish you many interesting facts 
and figures on the cost of operating Ford 
Trucks in the hardware business. Call 
for this information and a practical 
demonstration. 


Ford Ton Truck Chassis, *365 f. o. b. Detroit 





Crees 





CARS - TRUCKS - TRACTORS 


Prompt Deliveries at a Cost 
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HARDWARE AGE 


Nine Months in 1924 Showed 
Substantial Increase Over 
1923 in New York 


ARLY reports in the New York hardware market in- 
dicate that with the exception of March, April and 
May, each month in 1924 showed a substantial in- 
crease in sales volume over the same month in 1923. Ad- 
verse weather conditions in the March to May period are 
said to have affected the total annual hardware sales vol- 
ume sufficiently to bring 1924 sales below the volume of 
1923. This difference has been estimated anywhere from 
5 to 10 per cent lower than 1924. 
A steady improvement from midsummer to the close of 
the year coupled with the fairly brisk holiday business is 
considered more significant than the slight falling off of 


annual sales. 


The fact that futures have been unusually 


good, is also considered an indication that further im- 


provement may be expected. 


With the exception of radio batteries, solder and garage 
hardware, the general demand in the metropolis hardware 


market is rather quiet. 


This is attributed largely to the 


fact that the trade is about to take inventory. It is thought 
that inventories will show unusually light stocks which will 
serve as a stimulant for heavier wholesale buying in gen- 


eral hardware lines. 


Jobbers and retailers continue to express confidence in 


the business possibilities of the coming year. 


Collections 


were not as good this last week due to holiday conditions. 





Colder Weather Stimulates 
Stove Goods Sales 


Colder weather has stimulated a 
fairly brisk pick up demand on various 
stove goods, which are selling at firm 
prices. While stocks are not heavy, no 


shortage is contemplated. 


Jobbers’ quotations to _ retailers, 

—_ oe York: 

pers, 4%-in., 10c. each; 5-in., 
100" ‘each: bn- -in., lle. each; 6-in., 
12c. each; 7-in., 18c. each. 

Stove pipe elbows, 4%4-in., 13c. 
each; 5-in., 14c. each: 5%-in., 16%4c. 
each; 6-in., 18c. each. 

Stove lifters, l-in., 6c. each; 2-in., 
7¥%c. each. 

tove pipe collars, 4-in., 3c. each; 
4%-in., 4c. each; 5-in., 4%c. each; 
&6%-in., 5c. each; 6-in., 5%c. each. 

Stove boards, 24 x 24, $7.90 per 
doz.; 26 x 26, $8. 55 per doz.: 28 x 28, 
$9.60 per doz.; 36 x 30, $11. 40° per doz.; 


32 x 32, $13. 45 per doz.: 
per doz. : 30 x - $15.4 
x 42, $19. 05 per doz. 

Ash sifters, rotary type. 3 10 each. 

Moore’s handy truck, $2.25 each. 

Flue stops, 6%4c. each. 

Coal hods, galvanized, plain body, 
open round bottom, 17-in., 52c. each. 

Pokers, 4% x 2 straight, "6i6c. each; 

x 20 bent, 644c. each; Neverbreak, 
19%c. each. 

Pokers, furnace type, heavy wrought 
iron, 3 ft. long, 72c. each; 4 ft. long. 
$0c. each, and 5 ft. long, $1.10 each. 

Flue scrapers, black iron, 30 in. 
long, 4%c. each. 

Fire shovels, japanned, 4% x 15, 
7c. each: 5 x 20, 8c. each. Never- 
break brand, 39c. each. 


35 x 35, $16. 15 
40 per doz.: 40 





Nail Prices Firm 


The 10c. advance on wire nails an- 
nounced last week is expected to hold, 
and jobbers do not anticipate any 
further higher prices for the time 
being. The demand is not heavy. 








Jobbers’ quotations to retailers, 
f.o.b. New York: 
Nails.—Wire nails, 


eg. 

Cut nails, $4.15 base per keg. 

Wire nails and brads in small lots, 
70-10 per cent off list, in 1-lb. papers. 

Roofing nails, 1 x 11, plain, $5 to 
$5.15 per 100 _ galvanized, $8.05 to 
$8.25 per 100 1 

American relt roofing nails, % x 
10%, plain, $6.50 per case. Galva- 
nized, $10.25 per keg. 


$3.60 base per 





Strong Demand Continues 
for Radio Batteries 


Radio batteries were very active this 
past week, and dealers report a very 
satisfactory sales volume to those who 


received radio sets as Christmas gifts. 


The demand is expected to continue 
strong for the next three months. 


Prices are unchanged. 


Jobbers’ quotations to _ retailers, 
f.o.b. New York: 

Batteries, No. 6, dry cells, ignition 
type, 26c. to 29c. each. 

Radio ‘‘B” batteries, unit package 


quantities, No. 766, $1.30 each; No. 
64, $1.14 each; No. 767, $2.44 each; 
No. 772, $2.44 each; No. 770, $3.09 
each. 

Radio ‘‘C”’ batteries, No. 771, 39c. 
each. 





Garage Hardware Active 


Garage hardware was more active 
this week, at fairly even prices. Stocks 
are fair and the trade looks for a good 
January demand. 


Jobbers’ quotations to 
f.o.b. New York: 

Butts.—-3% x 3% case lots, 22c. per 
pr.; in less than case lots, 23c. per pr. 

Garage Sets.—(Stanley 1776J). Lots 
of 6, $2.65 to $2.75 = 3 In lots of 
less than 6, $2.65 p 

Garage Holders (17743). $1.85. 


retailers, 





January 1, 1925 


Rope Advanced—New 
Price Practice Adop- 
ted by Factories 


As predicted in this report for the 
last three or four weeks, higher rope 
prices went into effect last week. Ma- 
nila rope was advanced 2c. and sisal 
rope was advanced lic. It is generally 
understood this price will hold good for 
January and February business. March 
and April prices are expected to be 
higher. The majority of manufacturers 
are said to have inaugurated a new 
price practice in the acceptance of 
orders. The plan provides for the nam- 
ing of prices for a period of two 
months, based on the current raw ma- 
terial costs. In other words, there will 
be a price for January and February, 
another for March and April, and so on 
throughout the year. At press time it 
was understood that leading manufac- 
turers plan to follow this practice, as a 
plan which will be fair to producer, 
distributor and retailer. 

Jobbers’ quotations to 


f.o.b. ~~." Re i 

Rope 1, Manila standard 
ns oy oe per lb.; No. 2 Manila 
standard brands, 23c. per lIb.; No. 1, 
> gg standard brands, 19c. per Ib.; 
_ 2 sisal standard brands, 18c. per 


Twine, 3- ply wrapping twine, No. 


retailers, 


1, 23c. per Ib.; No. 2, 21c. per Ib. 
India hemp ‘twine, 'No. 8, 16c. per 
b.; BB twine, fine 224c. per 


; dark, 
lb.; fine light, 24c. per Ib. 





Copper Sheets Advanced— 
Galvanized Will Follow 


Copper sheets were advanced to 
21%c. in the metropolitan market. Gal- 
vanized sheets are now expected to ad- 
vance on or about Jan. 10 to the ex- 
tent of 15c. There has been some talk 
of this advance for the past three 
weeks. Demand is fair, and stocks are 
believed to be light. 


Prices to retailers f.o.b. New York: 
—_- sheets, 28 gage, $5.60 
._Copper sheets, in case lots, 21%c. 


a 25 per cent discount on extras. 





Lantern Sales Steady 


Retail lantern sales are steady in 
suburban and farming sections. Whole- 
sale demand is somewhat spotted at 
the present time. Stocks are satis- 
factory and prices unchanged. 


Jobbers’ quotations to _ retailers, 
f.o.b. New York: 
Lanterns. Hy Lo, $7.50 per doz.; 


Monarch, $8 per doz.; Blizzard No. 
2, $13 per doz.; Little Wizard, $8.50 
per doz.; De Lite No. 2, $13 per doz.: 
Buck Eye Dash, $14 per doz. 


Bar Solder Advanced 
3 Cents Per Lb. 


Bar solder was advanced 3c. per lb., 
bringing the present market price to 
42%2c. per lb. Prepared solder is up 
lc. Demand generally is fair. The 
trade is preparing for a good radio de- 
mand on solder. Stocks are satisfac- 
tory. 


Jobbers' ~ race to retailers, 
f.o.b. New York 

Bar solder (half and half), “i + 
per lb.; strip solder, 47c. per Ib.; 
a solder, acid or rosin core, 66c. 
per 
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A BarnIs No Better 
than Its Doors 


The frequent use and general abuse accorded 
the doors of any barn make it vitally necessary 
to give careful consideration to their con- 
struction and equipment. 


R-W Barn Door Hangers have proved their 
worth for quality, service and satisfaction to 
such an extent that the R-W trade mark is now 
accepted as the symbol of the universal standard. 


The R-W line of barn door hangers is unusually 
complete, including a style and price to suit 
every demand. ‘These hangers are extremely 
durable and are specially designed to assure 
smooth, free operation at all times. 


Write to Department A for catalog describing 
R-W Barn Door Hangers. We also manufac- 
ture hangers for use on garages, on elevators, on 
factories and in the home, complete descriptions 
of which will be gladly sent on request. 





ITS IMPRINT 





Slidetite Garage 
Door Hardware 
assures freedom 
from slamming, 
banging doors. 
The doors slide 
inside, away 
from wind, ice 
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Above: R-W 
' Vanishing Door 
| Hardware fo or the 


|, modern home. 






BI Le 


t: R-W Ideal 
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R-W Indus- 

trial Door } ii h) 
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the largest ver- 
tical and hor- 
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HARDWARE AGE 


January 1, 1925 


Hardware Business in Cincinnati Slightly 


Less than 1923—Outlook Optimistic 


(Cincinnati office of HARDWARE AGE) 
ROM present indications, hardware trade during the 
K year 1924 was less in volume than that of 1923. 
How much so it is impossible as yet to say, but a 
10 per cent decrease in total sales would seem to be the 


outside figure. 


Jobbers and dealers are now getting ready for inven- 
tory, and from all indications stocks of practically all 
items will be found to be at a low point. 
trade this year was fully up to that of previous years, 
although it was a little late starting. Seasonable goods, 
however, have not moved as yet in heavy volume, as 


AUTOMOBILE ACCESSORIES. 
-——Christmas trade was good, and with 
cold weather prevailing, sales of anti- 
freeze solutions, weed chains and 
radiator covers have been above nor- 
mal. Little has been done on futures. 
Prices are steady. 


We quote from Cincinnati jobbers’ 
stocks: 

Spark Plugs.—A. C. spark i. - 
58c. each in lots of 10; A. r 
Fords, 44c. each in lots of 10; Cham- 
pion X, 45c. each in lots of 10. 

Weed Chains. — Lots of 1 to 9, 30 
off; 10 to 49, 35 off; 50 and over, 40 


oT. 
Alcohol.—Denatured, 62c. gal. 
Ford radiator and hood covers, 1917 
to 1923 models, $2.25 each: 1924 mod- 
els, $2.40 each; Chevrolet, $3.75 each. 


BOLTS AND NUTS.—Business con- 
fined to fill-in lots. Increasing manu- 
facturing operations in metal-working 
lines are expected to stimulate demand. 
Prices steady and unchanged. 


We quote from Cincinnati jobbers’ 
stocks: Machine bolts, large 60 
off ; small, 60 and 5 off ; carriage bolts, 
; small, 55 and 5 off; stove bolts, 
10 off; semi- finished nuts, 

smaller, 75 off larger 
sizes, 65 off. 


BUILDERS’ HARDWARE.—Demand 
has been steady, and indications for 
continuing good business are seen in 
the number of building permits applied 
for, and work in contemplation. Stocks 
are in good shape and prices firm. 


EAVES TROUGH AND CONDUCTOR 
PIPE.—Sales have been good, and in- 
dications point to increasing business 
after New Years. Prices are strong, 
and advances are looked for shortly. 
Stocks in fair shape. 


We quote from Cincinnati jobbers’ 
stocks: 28-gage, 5-in. eaves trough, 
$4.50 per 100 ft.; 28-gage, 3-in. corru- 
gated conductor pipe, $4.65 per 100 

in. corrugated conductor el- 
bows, $1.51 per doz. 


GLASS.—Demand for window glass 
about normal, with stocks adequate and 
prices steady. 


Te quote from Cincinnati jobbers’ 
stocks: Single strength A and B first 
three brackets, 87 per cent discount; 
Double strength A and B, &6 per 
cent discount. 


of’ merchandise. 


The holiday 


good. 


GALVANIZED WARE.—Demand fair, 
stocks ample and prices unchanged. 
We quote from Cincinnati jobbers’ 


stocks: Galvanized pails, 10- -at., $2.40 
per doz.; 12- “at. Pp 70 ~ es 14- -qt., 
$3 per doz. per doz. ; 


galvanized eae ext: il ws 80 per doz. 


GARDEN HOSE.—Some future orders 
have been booked, but generally sales 
are light. Prices steady, and stocks in 
good condition. 


We quote from Cincinnati jobbers’ 
stocks: Double braided, garden 
hose full lengths, %-in., "8c. 

-in., 9%c. ft.; %-in., llc.  &. in- 
7 - Ney e- in.. _~ a Bg - in., 

; %-in., 11%c. 
cE aRATES—Cola ‘weather has 
stimulated demand for ice skates, and 
Christmas trade also was heavy. Re- 
sult stocks are broken. Prices steady. 


We quote from Cincinnati jobbers’ 
stocks: Boys’, plain, 84c. pair; nickel 
plated, $1.25 pair; ladies’ skates, 
plain, $1.15 pair. 


NAILS.—Demand fair, stocks in good 
shape and prices firm. 


We quote from Cincinnati jobbers’ 
stocks: Common wire nails, $3.15 
per keg base; cement coated nails, 
$2.85 per keg. 


PAINTS AND OILS.—Advances in 
turpentine, linseed oil and lead prices 
have become effective, though mixed 
paints are unchanged. Sales have been 
consistently good. Stocks in _ good 
shape. ' 


We quote from Cincinnati jobbers’ 
stocks: Ready mixed house paints, 
$2.60 to $2.90 per gal.; linseed oil, 
single barrels, $1.20 per ‘gal. : turpen- 
tine, single barrels, 89c. per gal.; 
white and red lead, 100-lb. kegs, 15 %c. 
per Ib. 


RADIO SUPPLIES.—While the Christ- 
mas trade was good, some disappoint- 
ment was felt that the volume hardly 
reached expectations. Demand con- 
tinues fair, with prices steady and un- 


changed. 
We quote from Cincinnati jobbers’ 
stocks: “B” batteries, 22% volt, 


$1.30 each; 45 volt, $2.44 each: B wet 
batteries, 24 volt, $4 each; Antennae 
wire, 42c. per 100 ft.; Battery charg- 
ers, Apceco, $12.50 each; Foldbrae, 
$13.85 each; G. G. H. loud speakers, 


weather conditions have been against sales of this class 


The policy of buying for immediate needs is still evi- 
dent, and to date future orders have not been heavy. It 
is expected, however, that with inventories completed, 
dealers will begin ordering for the spring trade. 
the past two weeks there have been no changes of prices 
made in this market by jobbers, and it is now thought that 
even with the first of the year at hand few changes will 
be received from manufacturers. 


During 


Collections continue 


W10, $12.50 each; W20, $15 each; 
W50, $20 each, less 35 per cent. 


ROLLER SKATES.—Holiday trade 
was good, and some future orders are 
being placed. Stocks fair and prices 
firm. 


We quote from Cincinnati jobbers’ 
stocks: Union Hardware Co.’s No. 6, 
$1.62 pair: Nos. 4 and 5, $1.52 pair. 


ROPE.—Talk of further advances dis- 
counted. Demand fair with stocks in 
good shape. New prices will be an- 
nounced next week. An advance was 
reported at press time. 

ROOFING PAPER.—Some futures 
have been bought, but generally a 
policy of ordering for immediate needs 
is being pursued. Stocks fair, with 
prices unchanged. 


We quote from Cincinnati jobbers’ 
stocks: Standard brand, light, 95c.; 


medium, $1.20; heavy, $1. 45; Hold- 
fast brand, light, $1.25: medium, 
$1.50; heavy, $1.75; slate surface 
roofing, 90. 


SASH CORD.—Demand fair, 
strong, and stocks adequate. 


We quote from Cincinnati jobbers’ 
stocks: Best grades, 80c. lb.; cheaper 
grades, 40c. lb. 


SCREWS.—Demand fair, prices steady 
and stocks adequate. 


We quote from Cincinnati jobbers’ 
stocks: Flat head, bright, 80 and 
12% off ; flat head, me 80 and ‘it 
off ; round head, blued, | and 1 
off; flat head, brass, "Ee yer 10 off 
round head, brass, 75 and 5 off. 

SHEETS.—Blue annealed and_ gal- 
vanized sheets have been in demand, 
but orders are for immediate delivery. 
Little forward buying evident. Prices 


steady and stocks in good shape. 


prices 


We quote from Cincinnati jobbers’ 
stocks: No. 10 blue annealed sheets, 
3. 90c.; 28-gage black sheets, 4.60c.; 


28-gage, galvanized sheets, 5.75c. 


WIRE CLOTH.—Some future business 
being booked, but demand generally 
light. Prices unchanged. Stocks in 
good shape. 


We quote from Cincinnati jobbers’ 
stocks: Black painted wire cloth, 12- 
mesh, $1.85 per 100 sq. ft.; galvanized, 
$2.25: opal, $2.45; bronze, $6.25. 








There is always something wrong with a man, as there 


knocks continually. 


is with a motor. when he 








Reading matter continued on page 72 





AA TOR SO A A AT At 
OR: RE en ne <n 


: January 1, 1925 HARDWARE AGE 71 


A PARAGON 
FOR 


Everybody 


} YR dance lovers, for jazz lov- 
ers, for lovers of classic music 
or the old songs, there’s now a 
Paragon Receiver that meets everv 
taste and every sized pocketbook. 





All the clearness of tone and fine 
selectivity that have popularized 
Paragon with radio enthusiasts in 
the past, now with a new simplicity 
of tuning and new popular prices. 


If you are not featuring Paragon 
il your store you are missing profit 
opportunities with everv class of 
your trade. 





- we ee ee ____—S ADAMS MORGAN CO., Inc. 
i <= eer ee e : : Bethe. 2c ae - 11 Alvin Ave., Upper Montclair, N. J. 


PARAGON 


REG.U.S. PAT. OFF, 


RADIO RECEIVERS 


NEW PARAGON FOUR $65.00 





Its new non-radiating circuit—the Paradyne 
circuit—gives clear, strong loudspeaker recep 
tion over practically unlimited range. Four 
tubes. New single dial control. Good-looking 
mahogany case, 21 inches long. 





NEW PARAGON THREE $48.50 


Astonishing loudspeaker range, with 
but three tubes. Clear tone. Excel- 
lent volume. Easy tuning—major 
dial control. Mahogany case, 17 
inches long. 





NEW PARAGON TWO $27.50 


A two-tube set that sells like the 
traditional hot cakes. Loudspeaker 
volume on local stations. Clear tone. 
Single dial. Mahogany finish, 11 
inches long. 
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HARDWARE AGE 


January 1, 1925 


Business Active in Twin Cities Markets— 
Retailers Report Demand for Hardware 


(Minneapolis office of HARDWARE AGE) 

USINESS is giving a very good account of itself 
B these last few days of the year. 

there seems to be plenty of customers, who are really 

buying. The last minute Christmas rush is on in earnest, 

and retail stores present a very pleasing picture to the 

In almost all lines the trade has been very 


merchants. 


satisfactory during the past few weeks. 
said to be more noticeable in the stores in smaller cities 
and towns, the increase being in direct proportion to the 
nearness of the towns to the agricultural districts. In 
other words, those who are closer to the farmers are feel- 


ing the result of the good crops first. 


In every store 


The increase is 


some extent, due, it is thought, to the fact that every- 
one is more interested in the holiday shopping than in pay- 
ing up back indebtedness or going out after the money 
that is owing them. Without doubt the rate of clearing 
up old indebtedness in the Northwest will show further 
increase after the first of the year. 

Prices have been holding steady and strong for about 
two weeks, and the prospects are for a continuance of 
present schedules for at least another week. Interest in 
the local jobbing houses is centered around the yearly 
salesmen’s conferences and the annual inventory. Both 
coming at the same time, the employees are extremely 


busy in taking care of their duties in those things. 


Collections for the past few weeks have dropped off to 


ASH SIFTERS.—Sales are showing up 
very well, with fair stocks from which 
to draw. Prices are unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Square wood ash 
sifters at $2; round, metallic ash 
sifters at $4, and wood barrel at $6 
per doz., net. 


AXES.—The demand for axes is hold- 
ing up to a high point. Stocks are in 
good condition, and prices steady as 
last quoted. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities; Single bit axes, 
base weights, $14; double bit axes, 
base weights, 14: double bit axes, 
base weights, $19. 


BALE TIES.—Baling of hay and 
straw has decreased in the past month, 
and sales of bale ties have fallen off. 
Prices still remain as last quoted. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Single loop bale 
ties at 70-10-2% per cent from stand- 
ard lists. 


BATTERIES.—The demand for bat- 
teries is almost unprecedented in this 
territory. Stocks of the popular sizes 
of radio batteries are hard to keep. 
Replacement business is heavy, and the 
numbers of new radio sets being sold 
for holiday gifts is taking large num- 
bers of batteries for new work. Stocks 
are rather broken, and prices are 
strong and steady. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: No. 6 ignition 
type dry cells, case lots, 2c each; 


Radio ‘“B”’ 
quantities. No. 766, $1.30 each; No. 
764, $1.14 each; No. 767, $2.44 each, 
No. 772, $2.44 each; No. 770, $3.09 
—_ “—" batteries, No. 771, 39c. 
eac 


BOLTS.—There were rumors of higher 
prices on bolts a week or so ago, but 
no change has been made as yet. Stocks 
are heavy enough for the present de- 
mand. 


We quote from jobbers’ 
f.o.b. Twin Cities: Carriage bolts at 
50 per cent, machine bolts at 50-10 
per cent, stove bolts at 75 per cent 
and lag screws at 60 per cent from 
standard lists. 


BRADS.—Sales have dropped to a 
rather low point, with no price changes. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Wire brads in 25- 
lb. boxes, 70-10 per cent. 


COASTER WAGONS.—Holiday trade 
has taken a very fair proportion of 
coaster wagons and other wheel goods. 


batteries, unit package 


stocks, 


Stocks are lower and lines somewhat 
broken. Prices show no changes. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Auto wheel coast- 
er wagons No. > $5.50 each; No. 61, 

6.44 each; No. 62, $7.02 each; No. 63, 

7.22 each. eB coaster wagons, 
50 per cent from factory lists; all 
— coaster wagons, 50 per cent from 

s 


COPPER RIVETS AND BURRS.— 
Stocks are light with only a fair de- 
mand. Prices show no changes. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Copper rivets and 
burrs at 40-10 per cent from lists. 


DAMPERS.—Sales are showing some 
falling off, due to the fact that the most 
of the installations have been made. 
Stocks are lighter, and prices un- 
changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: ast iron wood 
zante 6-in. dampers at $1.40 per 

Zz. 


EAVES TROUGH CONDUCTOR PIPE 
AND ELBOWS.—Sales have decreased 
to a marked degree with the coming of 
colder weather. Stocks have been 
graded down for inventories, and prices 
are unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: ate trough, lap 
joint, wy bead, 5 in., $5.25 per 100 
_ = , 28 ga., conductor pipe, $5.00 
per 100° "ft. 3 in. conductor elbows, 
$1.73 per doz. 


FIELD FENCE.—Sales have decreased 
with the coming of cold weather. 
Stocks are light, with no changes in 
prices. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Hog fence, 26 in., 
$39 per 100 rods. 


FILES.—Demand for files has not been 
quite so heavy from shops and fac- 
tories lately. Garages are buying at 
a fair rate, and there is a fair demand 
also from rural districts. Prices are 
unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Best grades of 
files, 50 per cent; second grade of files, 
60-10 per cent from standard lists. 


GALVANIZED WARE.—Call for pails 
is good, with other lines rather light. 
Stocks have been graded down in the 
retail stores, and prices are steady. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Standard No. 1 
ig ay oY tubs, $6.40; No. 2, $7.15; 

~. - $8.4 * Ra’ alvanized tubs, 

1, $12; 2, $13.25; No. 3, $14.50; 
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standard galvanized pails, 10-qt., 
$2.25; 12-qt., $2.40; 14-qt., $2.75; 16-qt. 
stock pails, $4.50, and 18-qt., $5.25 
per doz. 


GLASS AND PUTTY.—tThe colder 
weather has brought a very good de- 
mand for glass and putty, although this 
trade has shown a tendency toward 
quiet in the jobbing houses during the 
past week. Stocks are ample to care 
for the demand, and prices are un- 
—— 


quote from jobbers’ stocks, 

ian Twin Cities: Minnesota prices, 

single strength glass, 83 per cent, 

and double strength glass, 85 per 

owe from list. ig A pure putty 

in 60-lb. drums, $5.05 cwt., and in 25- 
lb, drums at $5.30 30 cwt. 


HAMMERS AND HATCHETS.—Re- 
tail stocks of tools have been drawn on 
heavily for the holiday trade, and are 
somewhat broken. Prices remain 
steady as quoted. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Maydole sy 11%, 


bene Bh. No. 2, $13.15; Plumb claw 
No. 2, $14.40 per Zz. 


LANTERNS.—Sales of lanterns this 
fall have been very satisfactory. While 
electric lanterns and flashlights have 
increased in favor, there still remains a 
steady demand for kerosene lanterns 
for certain uses. Stocks have been 
ample for the demand, and prices are 
holding steady as quoted. 
We quote from jobbers’ stocks, 

f.o.b, Twin Cities: ene tubular lan- 


$13 
doz.; Embury lanterns _ "210, $1.75 
240, $12.75 per doz.; 
No. — "Midget vehicle lanterns, $17 
per 


NAILS.—Sales are at rather a low 
point, as far as building is concerned, 
but general sales have kept up well. 
It is expected that with the turn of 
the year building will be started at a 
brisk rate. Prices are steady as last 


quoted. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Standard wire 
nails at $3.35 per keg base, and coated 
wire nails at $2.85 per keg base. 


OIL HEATERS.—tThere is a very good 
call for oil heaters with stocks heavy 
enough to cover the demand. Prices 
are or 


We uote from jobbers’ stocks 
f.o.b. Twin Cities: Japanned polish hed 
steel, 3-qt. capacity, No. 12, oil heat- 
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Duplex — 
the Machine witha Memo 


The Burroughs Duplex Adding time, gives the correct total of each 
and Listing Machine operates ex- column and, if desired, automatic- 
actly like the regular Burroughs ally combines the two totals into 
Adding Machine with which you one. It short-cuts and greatly 
are familiar, but it really is two speeds up all analysis and distribu- 





adding machines in one—two tion work. 
machines operated from a single For more than 15 years Burroughs 
keyboard. Duplex Machines have been saving 


time and money in all lines of busi- 
ness. It will cost you nothing and 
will place you under no obligation 


And it has a remarkable memory! 
It remembers the totals (not sub- 


totals) of any number of groups of to have this remarkable machine 
figures and gives the grand total of demonstrated on your own work in 
all groups automatically without your own office. They are priced 
relisting a single group total. It adds as low as $375—on small down 
two columns of figures at the same payments and easy terms if desired. 


If you’re located in one of the more than 200 cities where there 
is a Burroughs office, phone us. Otherwise, ask your banker for 
the address. Or, if you prefer, simply sign the coupon below. 


BURROUGHS ADDING MACHINE COMPANY 


DETROIT, MICHIGAN = pwn nn nanan ane enna nen == 2--- . 
1 err tty aw Adding Machine Co. i 
0610 Second Blvd. 
Detroit, Michigan 
Please send me information showing 
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ers at $2.66, and nickel polished 

steel, 4-qt. capacity, No. 016, at $5.32 

each. 
PAINTS AND WHITE LEAD.—Paint 
sales are rather light, retail demands 
being low at present. After the holi- 
days it is expected that inside finish 
work will increase. Stocks in retail 
store have been graded down for in- 
ventory. Prices of paints have not 
changed, but white lead has advanced. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: First grade house 
paints at $2.85 per gallon; second 


grade house paints at $2.10 per gal- 
lon; best white lead at $14.30 cwt. in 
100-lb. containers. 


PYREX OVENWARE.—C hristmas 
sales of this line of goods have been 
very satisfactory. Prices still remain 
as quoted. 

We quote from jobbers’ _ stocks, 
f.o.b. Twin Cities: No. 101 casseroles 
$1.33; No. 
plates, 
bread pans, 60c.; No. 231 utilit 

€7c.: No. 12 tea pots, ge th 
$2, and No. 36, $2. 28 each, ne 
REGISTERS.—Call has ol rather 
light in comparison to the earlier fall 
sales. Stocks have been graded down 
for the end of the year, and prices are 
unchanged. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Cast iron re isters 
at 40 per cent from standard lists 

ROPE.—Sales are fair with ample 
stocks on hand. At press time an ad- 
vance was reported in New York which 
may bring higher prices in this mar- 
ket next week. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Best grades manila 
rope at 23%c. per Ib. base, and best 
— sisal rope at 17%c. per Ib., 


pans, 
o. 24, 


SCREWS.—Sales are fair, with good 
stocks on hand. Prices are unchanged. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Flathead bright 
screws, 75-15 per cent; round head 
blued screws, 75-5 per cent: flat head 
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brass, 70-10 per cent, and round head 
brass, 65-16 per cent. 


SKATES.—The season for skates is at 
its height in this territory. Many cities 
and towns see the advantage of opening 
and maintaining skating rinks for their 
inhabitants, and every sign points to a 
greater interest in outdoor sports. 
Skate departments have been very busy 
the past few weeks, and stocks are 
beginning to show breaks in the more 
popular kinds and sizes. Prices remain 
firm Sy quoted. 


quote from jobbers’ stocks, 
hh Twin Cities: No. 1624 ~- > at 
64c.; No. 
$1.31; : 
$1.57; No. 424%L, $2: Nestor John- 
son Hockey, Men’s aluminum, $7.25; 
nickel, $8.25 per pair, net. 


STEEL SHEETS.—Call for steel sheets 
is nominal, with plenty of stock on 


hand for this season of the year. 
Prices remain unchanged. 
We uote from jobbers’ stocks, 


f.o.b. ° win Cities: Black steel sheets, 
at $4.75 base (28-gage), and ywalva- 
nized steel sheets at $5.85 cwt., base. 
STEEL TRAPS.—Trade has been very 
good for steel traps this fall in the 
Northwest. The early snowfall, and 
the continued cold weather induce trap- 
ping. Stocks are ample to care for the 
demand, and prices are unchanged. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: bi ogee No. 0 steel 
game traps at $1. nO, . 
na 1%, $244; No. 4) ote 


Jump game traps, No. ei : 
$1.83; No. 1%, $2.81 a ‘doz. net. 


STOVE BOARDS.—Sales have been 
very fine in this line this fall. Stocks 
are in good condition, and prices un- 
changed. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Crystallized 4 
boards in full crate lots, 


28, 
$16.95; 30 x 30, $19.70; 36 x 36, $27, 45 
per doz., net. 


TIN PLATE.—Call is fair, with stocks 
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in good condition. Prices show no 


~— 


ze guste from jobbers’ stocks, 
win Cities: Furnace coke 
tin, ICL, ae x 28, $14.25 per box, and 

Cc , 8-lb. coating tin at $14.60 
aod a 


WEATHER STRIP.—Sales of weather 
strip still continue to be fine. Stocks 
are being lowered as much as possible, 
and prices are unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Twin ities: Wood and felt 
weather strips, %-in., $1.85; %-in., 
$1.85, and 1-in., $2.60 per 100 ft. 


WIRE.—There is a fair demand for 
wire of some kinds and sizes, but the 
general market is quiet. Stocks are 
ample for the demand, and prices sta- 
tionary. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Barbed painted 
hog wire at $3.30 per 80-rod spool; 
barbed painted cattle wire at $3. 09 
per 80-rod spool; galvanized hog wire 
at $3.52 per 80-rod spool; galvanized 
cattle wire at $3.30 per 80-rod spool; 
No. 9, plain fence wire at $3.35 cwt.; 
No. 9 galvanized smooth fence wire 
at $3.80 per cwt. 


WRENCHES.—Garages are still buy- 
ing wrenches, although not so briskly 
as earlier in the fall. Stocks are well 
assorted, and prices are steady as last 
quoted. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: 

Agricultural wrenches, 65 per cent; 
Coes wrenches, 40-10 per cent; en- 
gineers’ wrenches, 62% per cent from 
new lists; knife handle wrenches, 40- 
10 per cent; Stillson and Trimo 
wrenches, 60 —_ cent. Snap-on 
wrenches Master rye 
No. 101, $15. 25: No. 202, . 

404, $8 18; No. 505B, $3. 40, less 40 
per cent. 

No. 50 Radio and Electrical Set, HE 
No. 101 Master Service Set., » 
No. 202 Heavy Duty Set, $8. 80; No’ 
303 Ford Master Service Set, $14. 85: 
No. 404 Flexible Socket Set, $8.75; 
No. 505B Screwdriver Blades, - 40; 
No. 900 Set, square socket, $3.70, less 
40 per. cent. 








No Violation of Clayton Act, Says 
Van Fleet 


(Continued from page 53) 


reserved their views for expression In 
connection with final decrees. Com- 
missioner Van Fleet, however, is a 
strong believer in the fair treatment 
of the business men of the country 
and in this case, therefore, he has in- 
sisted that his opinion that no law has 
been violated nor any harm done by 
the respondent company shall go out 
to the public with the complaint itself. 

Mr. Van Fleet’s view of the law 
governing cases brought under this 
provision of the Clayton Act may be 
gathered from this brief extract from 
his dissenting opinion: 

“From an examination of all the 
files in this case it appears that there 
is no tendency toward monopoly on 
the part of respondent nor any sup- 
pression of competition by it save 
such as was affected in the acquisition 
of the Federal Rubber Company. No 
unfair or oppressive methods are 
alleged against it. It is not claimed 
that its acquisition affected competi- 
tion in the trade generally nor in any 
locality specifically. The case rests 
solely on an alleged violation of Sec- 


tion 7 of the Clayton Act and solely 
upon the allegation that in the acqui- 
sition of the stock, competition between 
the companies was _ substantially 
lessened. 


No Evidence of Former Competition 


“The complaint alleges that the 
companies were in competition, but the 
extent thereof is not alleged, nor is it 
directly alleged that this competition 
was of a ‘substantial’ nature or 
amount. The competition between the 
companies may have been very small 
and unsubstantial, yet it would not 
only be ‘substantially lessened,’ but in 
fact entirely eliminated. The whole 
being greater than the part, where 
there is any competition at all between 
two combining companies, it is always 
substantially lessened in the sense 
given the statute by the majority. 
There being no allegation that the com- 
petition between the companies was 
‘substantial,’ it may well be that the 
competition was unsubstantial and in- 
consequential, and indeed under the 
well settled rules of pleading such 


would be the presumption. * * * 

“If an order of dissolution is en- 
tered by the Commission in this case, 
the Court of Appeals will be called 
upon under the facts I have indicated 
in this case to tear this respondent 
asunder and to cripple and perhaps 
destroy its business. And to what pur- 
pose? The only benefit which can ac- 
crue to any one will be to its numerous 
competitors. Competition will be in- 
jured rather than fostered. 

“Such is not the object or intent of 
the Anti Trust laws. Rather the con- 
trary. Will the court do it? I do not 
think so. I therefore dissent from the 
action in issuing the complaint in this 
case.’ 


Autoyre Co. to Occupy New 
Plant 


The Autoyre Co., Inc., Oakville, 
Conn., manufacturers of the Maid-en- 
White enamel and Rex nickel plated 
line of bathroom fixtures, will soon 
occupy its new four-story cement build- 
ing, 40 x 100 ft. The new building will 
house the general offices, hospital, so- 
cial rooms and production departments. 
R. G. Stewart, president, reports busi- 
ness generally increasing. 


Reading matter continued on page 76 
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Are ton ear for Fly- Time? 
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In the upper circle at 
the left 1s shown an 
unretouched photo- 
graph, actual size, of 
Copper Screen Cloth 
(16 mesh) made by 
the New Jersey Wire 
Cloth Company, 
which has been sub- 
jected to the action of 
salt air for more than 
twelve years. 


In the circle below ts 
the same Copper 
Screen Cloth enlarged 
4 diameters. 






RE you prepared to meet the rapidly increasing 

. demand for st## copper insect screen cloth? Layina 
stock of Jersey Copper Screen Cloth and watch your 
sales grow this Spring. 


Jersey is a screen cloth that cannot rust, because it is 

made of copper 99.8% pure. And it is unusually stiff 
because a special Roebling process gives the copper wire 
stiffness and tensile strength comparable to that of steel. 


No other Screen cloth is so extensively advertised as 
Jersey. Our Spring advertising will call attention to the 
superiority of Jersey Copper, thereby sending many 
prospects into your store. Be ready to give them what 
they want. There’s money and good will in it for you. 


These extracts from among hundreds of letters in our 
hles show how other merchants feel about Jersey Copper 
Screen Cloth. 


‘‘We find a persistent increase in the demand for 
pure copper insect cloth, which we attribute to 
your national advertising, backed by service and 
satisfied customers.’ —A. M. GRiIFFEN CoMPANY, 


Plainfield, N. J. 


‘‘Our business this year has increased over 300% 
on these goods, over our purchases for any pre- 
vious year. We attribute practically all of this 
increased sale to the quality of your wire, backed 
up by your advertisements.’’>—KRAEMER & 
DvueurRinG, Washington, D. C. 


“The last year or so, we have had numerous 
orders stating that they preferred Jersey Screen 
Cloth and cannot attribute this to anything but 
your advertising campaign.’’ —SmirH HARDWARE 
Company, Oakland, Cal. ° 


Prepare for this demand by ordering Jersey now from 
the nearest distributor. 


Tue New Jersey Wire Ciotu Company 
Main Office: 628 South Broad Street, ‘Trenton, New Jersey 


Offices and Stores: 

New York, N. Y., 210 Fulton Street Philadelphia, Pa., 223-227 Arch Street 
Boston, Mass., 93-95 Pearl Street Columbus, Ohio, 8 East Long Street 
Agencies: 

JOHN A. ROEBLING’S SONS CO. 

Chicago, Ill., 165 West Lake Street Atlanta, Ga., Station A 
JOHN A. ROEBLING’S SONS CO. OF CALIFORNIA 


San Francisco, Cal., 624-646 Folsom St. Portland, Ore., 487 Lovejoy Street 
Los Angeles, Cal., 216 S. Alameda St. Seattle, Wash., 900 First Ave., South 


er Screen Cloth 


Made of Copper 99.8 % 


Pure 
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Big Sale of Holiday Lines in Pittsburgh— 
Lull Anticipated Until After Jan. 1 


(Pittsburgh office of HARDWARE AGE) 


HE Christmas rush of buying in hardware items now 

having subsided it is possible to give some ideas of 

the results. Jobbers uniforinly report huge business 
in sleds and scooters, a big demand for electrical toys, 
notably trains. Velocipedes did well and there was also 
a good business in skates, and a good turnover in elec- 
trical household appliances, vacuum bottles and silverware. 
The market is now passing through the lull that usually 
succeeds the Christmas rush and the trade is looking for 
business to remain rather quiet until after the turn of 
the year and retailers have had a chance to complete their 
inventories. The new year is expected to make good what 
1924 failed in and that is profits. The past year, taking all 
kinds of hardware into consideration, has not been a bad 
one in point of sales, but there are a few jobbers in this 
district who will show a substantial amount of money on 
the right side of the ledger. Very full engagement of the 
iron and steel industry means high earning and buying 
power by those employed in that industry, and the chances 
are that it will be increased since there is already consider- 
able talk of labor shortages and it is expected that this will 
mean competition for labor, with the usual result of sending 
up wages. Without any desire to speak out of turn, how- 
ever, attention must be drawn to the fact that suggestions 
of labor shortages usually crop out when the steel industry 
approaches the capacity operations. It not infrequently 
happens that labor shortages are advanced as the reason 
for conditions that are not truly due to a lack of men. 
Coal, for example, has not been scarce at any time in re- 
cent years at the tipple, and difficulty about securing sup- 


plies has been the result of transportation conditions, 
rather than a lack of production. The capacity exists for 
producing all the iron and steel the country requires and 
with the introduction of labor saving devices it is possible 
to reach this production with many fewer men than were 
formerly held necessary. The railroads have so improved 
their physical conditions in recent years that except for 
periods of very cold or stormy weather there should be no 
difficulty about good delivery service. 

It is noteworthy that in the forecast of 1925 business 
conditions that none go beyond July 1 in the predictions 
of busy times and good demand. The iron and steel in- 
dustry has shown itself capable of turning out the re- 
quirements of the country for a year in a period of about 
eight or nine months and recalling the experiences of last 
year and the year before there were many who figure 
that the present rate of production will fill up all existing 
holes and that it is unsafe to prognosticate beyond six 
months. Credit conditions of the railroads are unusually 
favorable, and it is said that they now can find market 
for their securities for the first time since the early part 
of the present century. This condition translated into 
purchases is very helpful to all business. 

Price tendencies in hardware items continue upward. 
Products containing any of the base metals show notable 
strength. Jobbers serving the coal mining company stores 
do not find business or collections improving in that di- 
rection, but those serving the general trade are getting 
better collections and are hopeful of better business with 
the turn of the year. 








AUTOMOBILE ACCESSORIES. 
—Business has quieted down materially 
in this district and few of the trade 
are hopeful that there will be any de- 
cided betterment until the spring de- 
mand begins to appear. Manufacturers 
of anti-skid chains are preparing their 
1925 prices and there are intimations 
that there may be some revision of the 
selling methods that will give greatest 
ability to resale prices than has been 
the case in the past few months. Under 
the present method it is possible for a 
group of retailers or a single retailer 
for that matter to buy a sufficient quan- 
tity to get the longer discount and to 
materially undersell the retailer who 
buys small lots and pays a higher price. 
BATTERIES.—If business was as good 
in all things as it is in dry cell batteries, 
hardware jobbers would have little 
cause for complaint. The constant ex- 
pansion in the use of the radio of course 
is responsible very largely for this good 
demand for batteries. 


Jobbers’ quotations to _ retailers 
f.o.b. Pittsburgh: 
Broken Unit 
Packages Packages 
ach Each 
SS) ee $1.05 $0.97 
EE EEE 1. 1.23 
i 1.22 1.14 
epee 1.40 1.30 
— Ga * 2.62 2.44 
Geer 2.62 2.44 
as, awtin «om 2. 3.09 
an, SOM: wows oubeos .42 .39 
No. 6 dry cells, ignition type, 29c. 
each. 


BOLTS, NUTS AND RIVETS.—The 
new mode of selling of bolts and nuts, 
whereby the manufacturer pays the 


freight on lots of a thousand pounds or 
more is working out well, according to 
local manufacturers. Demands upon 
jobbers are not very large or pressing 
at the moment. One manufacturer of 
expansion bolts and shields has an- 
nounced an advance effective Jan. 1. 
Rivet prices for the first quarter of 1925 
are the same as those that have pre- 
vailed for the last three months. 
We quote out of jobbers’ stocks 
as follows: 
Machine bolts, small rolled threads, 
50 and 10 per cent off list; all sizes 
cut threads, 50 per cent list; 
carriage bolts, small rolled threads, 
50 per cent off list; all sizes cut 
ag 45 per cent off list; stove 
75 per cent off list; tire bolts, 
40 ~# 10 per cent off list; nuts, hot 
pressed blank or tapped, 3.25c. off 
list; c.p.c. and t. blank or tapped, 


3.35¢. off list; rivets, small wagon 
and tinners’ 60 per cent off list. 


BENCH LATHES.—Jobbers here have 
been advised of slight advances in 
Wade bench lathes. 


COPPER PRODUCTS.—C lendenin 
Bros. Co., Baltimore, have issued a new 
price list advancing prices of drop 
forge solder, copper wire nails, copper 
cut nails, copper tacks, brass shoe nails 
and copper rivets and burrs. 


GUMS AND WAXES.—Jared Holt Co. 
have put out a new price list providing 
prices on pure gum and harness wax. 


GUNS AND LOADED SHELLS.—The 
Ithaca Gun Co. has announced gun 
prices for 1925 and they are the same 
as those for 1924. Other makers have 
not yet made an announcement. Prices 


on loaded shells are not affected until 
after the turn of the year. 


LEAD SHOT.—The Western Cartridge 
Co., East Alton, Ill., has advanced 
prices and now is quoting Nos. 2 to 10 
drop shot at $2.60 per 25-lb. bag, and 
air rifle and buck shot at $2.85 f.o.b. 
East Alton. 

PAINTING MATERIALS.—A further 
advance of % cent per lb. is noted in 
white lead while oil has gone up 6 
cents a gal. in barrel lots. Business is 
quiet but improvement is expected later 
in the winter when spring building and 
repair plans are worked out. 


Prices to retailers: 

Ready mixed eneete. best grades, 
$2.85 per gal.: wer grade, $2.25; 
white lead, ib%C. per lib. in 100 00-Ib. 
lots; 10 per cent less in lots of 500 
lb. or more and an extra 5 per cent 
less for lots of a ton or mere; tur- 
pentine, $1.01 per gal. in barrel lots; 
— oil, $1.28 per gal. in barrel 
ots. 


WIRE PRODUCTS.—There is con- 
siderable irregularity in jobbing prices 
of nails due to the fact that one large 
jobber laid in a big stock prior to the 
advance in prices and is selling at much 
lower prices than other jobbers. There 
is a fair business in nails but not much 
activity in jobbing sales of other wire 
products. 


We quote out of jobbers’ stocks: 
Nails, $3.15 to $3.20, base, per keg; 
No. 9 gage, plain galvanized wire, 
$2. 95 per 100 Ib. vanized barbed, 
2-point cattle, $29: 17 ber 80-rod spool; 
2-point hog, $3.3 " o— cattle, 
$3.38; 4-point — ” $3.6 special 2- 
point cattle, $2.38; woven wire fence, 
1047-11, $39.36 per 100 rods; 1047-9, 
$55.20; '939- 11, $35. 22; 939-9, $48.85. 


Reading matter continued on page 78 
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Guide mountings 
are wrapped with 
tinned copper wire’ 
and do not interfere 
with bend or action. 









No joints mar the 
uniform flexibility 
of the True Temper 
Fishing Rod. 





The Coming Favorite of 
Practical Fishermen 


The American True Temper Fishing Rod has already 
“arrived” so far as the trade is concerned. Thousands 
of these rods were put into use last season and the en- 

























Every one of the features  dorsement of their users will make the True Temper 
listed below apply to all Rod a favorite with practical fishermen this season. 
True Temper Rods re- . ‘ ; : 
gardless of price: Don’t be like the farmer who looked at the giraffe 
Mesd teened and insisted “there ain’t no such animal.” The one- 
core ' piece rapier-steel fishing rod has been accepted by the 
1er-stee + 
True camper country’s leading fishermen. 
gi _ They are made in four degrees of stiffness, in three 
o joints : y : 
Uniform flexibility finishes, five lengths and a wide assortment of grips. 
ame There is a True Temper Rod for every bait casting re- 
andsome mountings a 
Strong and durable , quirement and to fit every customer’s purse. 


True Temper Fishing Rods are carried in stock by all 
leading hardware jobbers. 


Made by 


THE AMERICAN FORK & HOE COMPANY 
General Offices: Cleveland, Ohio 


Give your customers the 
whole story. 














TRUE TEMPER FISHING Roo 
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Rambling Holiday Reflections 


(Continued from page 46) 


tell me what a “luxurious” fur collar and cuff is? Of 
course, we all know what $60 is!” 
* * % 

However, long ago I decided to keep off this subject 
of our dear women folks as buyers. I am not more un- 
popular anywhere than I am with several women to 
whom I had the audacity to suggest that they did not 
know how to buy goods! On one occasion, I went 
shopping with a lady in her Rolls-Royce. She wore a 
long sable coat. Around her neck was a string of 
pearls worth a fortune. On her fingers were dia- 
monds, rubies and pearls worth another fortune. Now 
when this living advertisement of the financial suc- 
cess of a certain plutocrat blew into a Fifth Avenue 
store, do you suppose prices declined? One look at 
the Queen of Sheba was enough for any saleswoman. 
She knew it was easy money right straight from home! 
Of course it was too “bourgeois” to even ask the price! ! 

* * * 


* *% * 


Some of these days when I have time, I am going to 
write another book and in this book I propose to 
describe the woman buying public from the stand- 
point of the salesgirl. I wish to assure you it will 
be a chapter full of thrills and also some revelations! 

* * * 


Nevertheless and notwithstanding, the women of 
the country are the buyers of the country. The men 
are so much immersed in their business affairs and 
their hours of work are so long that this part of the 
management of the household has more and more 
drifted into the hands of the women. The automobile 
has.also been a big factor in making the woman a 
larger buyer. In the old days men did most of the 
buying. Women remained at home attending to their 
household duties, baking bread, putting up fruit, sew- 
ing for the children, etc., but in these modern times 
of quantity factory production, our dear lady iriends 
tell us it does not pay to bake bread or cake at home, 
or to put up fruit, or to make clothing. They can buy 
all these things better and cheaper than they can 
make them at home. So the woman in the household 
has taken over the buying. She drives her own auto- 
mobile. She goes to town when she pleases. She 
shops around. She is the great buyer of the United 
States with a capital “B.” 

* * % 

While this change has been taking place, the retail 
hardware merchant has not taken energetic or im- 
portant steps to hold and increase his business with 


women. Of course I can hear a loud chorus answer- 
ing me that he has. All right. The other night I 
attended a little gathering in our town at which there 
were a large number of ladies. Just at random, I 
asked twelve ladies if they had ever been inside a 
hardware store in our town. Not one of them even 
knew where the hardware store was. Then in our 
office I asked several of our stenographers if they went 
to hardware stores. One of these stenographers re- 
plied—“Certainly not. I wouldn’t go into one of those 
dirty stores when I could get the goods I want in the 
hardware line from a department store.’”’ Another 
one of our stenographers had recently bought a few 
items in a hardware store in her neighborhood but 
the majority stated they never put their foot inside of 
a hardware store. 
* * ¥* 

Now suppose the retail hardware man who reads this 
article differs with me. I suggest, just as a matter 
of amusement—just to play a little game—that you 
take your local telephone books, assemble your clerks, 
run down the telephone names of families and ask 
your clerks how many women in these families have 
ever been inside of your store. Possibly this little 
game will give you something to think about. 

* * *% 

I received a curious Christmas card from Paris. 
This card had a quotation from Joubert. It read: 
“Ferme les Yeux et tu verras.” This means, in every- 
day English—‘“Close the eyes and thou wilt see.” You 
know, there is a good deal to that postal. I wonder if 
all of us close our eyes enough. 

* * * 

One Christmas experience gave me a great deal of 
pleasure. Mr. George W. Simmons, son of the late 
Mr. E. C. Simmons of St. Louis, dropped in to see me 
on Christmas Eve and told me that in cleaning out 
his father’s desk after his death he found his father’s 
favorite pocket knife. This knife had been made to 
order in a special design on his father’s instructions. 
It is a stag-handled, four-bladed knife of the “Con- 
gress” pattern. Mr. George W. Simmons had gone 
to all the trouble of having my name and the date 
engraved on the shield of this pocket knife. He 
brought it to me as a Christmas gift. He thought 
I might like to have it as a souvenir of his father. 
This thoughtfulness on the part of the son of my old 
“boss” touched a very tender spot. It is just such 
thoughtfulness as this that adds happiness to our 
lives. 








Sarnoff Comments on 1925 Radio 


In a recent interview David Sarnoff, Vice-President and General Manager of the Radio 


Corporation of America, said: 


“In general, I think it may well be assumed that the radio business will be larger in 1925 
than it has been in 1924. All signs point to a steadily increasing volume of radio sales. 

“The year 1925 will, in my judgment, draw a sharper line than any previous year has done 
as between the sound and unsound manufacturer and merchant in the radio field. 

“The greatest problem for the industry itself, to my mind, is the problem of improved broad- 
cast transmission and improved programs. Responsible factors in the industry will recognize 
this; because the success of the radio industry itself, depends upon its ability to furnish 
the public with a proper and satisfactory program service. Radio instruments are only a 


means toward this end. 








Reading matter continued on page 80 
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“WICKWIRE” FENCING AND NETTINGS 
(ALL GALVANIZED) 


‘Enable you to supply your trade with a fencing or 
netting that is Durable, Rustproof and Attractive 








W. W. POULTRY FENCE 
The New Form of Mesh 

WwW" hang straight and tight from post to post. Requires no rail at top or bottom. Will not stretch 

out longer at the expense of width as is generally the case with the ordinary forms of mesh. 
W. W. Poultry Fence is made full width and always remains so. The horizontal wites where the strain 
comes are a full size heavier than the cross wires. The truss formation takes care of the contraction and 
expansion problem. 

WICKWiRE GRADUATED POULTRY FENCE 
Combines both Large and Small Fences All in One , 


H‘s eight spaces of one and one-eighth inch mesh at the bottom, graduating through one and one- 
half, two and one-quarter to three and three-quarters inch mesh at the top. Acts both as a barrier 
against the straying away of the poultry and ik as well as a protection to them against prowling 
animals. Woven and galvanized on the same principle as W. W. Poultry Fence with no ends of wire 
to rust nor sharp wo to crack the galvanizing. 


HEX NETTINGS 
The Perfect Formed Mesh 


ie the manufacture of Hexagon Mesh Poultry Netting we have a very large capacity, and with the 
most modern equipment in machinery and apparatus for putting the goods up, we have succeeded 
in placing upon the market a Netting of the highest grade. 


os WICKWIRE BROTHERS, CORTLAND, NEW YORK 
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The newest 
Gorton product 
pure Liquid Glue 


HE highest grade of fish glue is 

obtained from codfish skins. For 
years the makers of liquid glue have 
been buying up the codfish skins of the 
Gorton-Pew Fisheries Company, larg- 
est packers of fish products in the 
world. And these Gorton Codfish skins 
have been the basis of a large part of 
the liquid glue sold. 


Now we have decided to utilize this 
by-product, ourselves, and to produce 
an absolutely pure liquid glue. A glue 
so clean and pure that it will not stain 
or discolor, but will stick forever. 


Hold a bottle of Gorton’s Glue to the 
light, in comparison with any other fish 
glue made, and you'll note at once the 
clearness of the Gorton product, attest- 
ing its purity. You can use it for all 
kinds of adhesive work. 

Take advantage of Gorton’s world-wide 
reputation as a manufacturer of fish products. 


Take advantage of the unusually attractive 
Gorton label, tying up, as it does, with products 
already well known in thousands of homes. 

Take advantage of the Gorton price which 
enables you to present a superior article at a 
lower-than-usual retail price. 

Take advantage of consumer demand for a 
good liquid glue and of the good will attached to 
the Gorton name, built up by years of adver- 
tising. Order at once through your jobber. If 
he is not yet supplied, get in touch with us. 


Gorton-Pew Fisheries Company, Ltd. 
Gloucester, Mass. 


Makers of Famous Gorton’s “No Bones’”’ Codfish 
and Gorton’s Ready-to-Fry Codfish Cakes 





and Tubes. Half-gilil, 
gill, half-pint, pint, quart 
and gallon Cans. 
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The Privacy of a 
Gold Fish 


L. P. Biggs in the ‘‘Nail Head’’ 


OME humorist—Irvin Cobb, I believe—once set 

S the country to laughing by saying that something 

or other “had all the privacy of a goldfish.”” When 

we think of the utter lack of privacy of a goldfish 

swimming about in the middle of a glass bowl, we get 
the humor of the remark. 

The time seems to have come or at least is on the 
way, when “Business,” be it big or little, must transact 
its affairs with the same degree of privacy now pos- 
sessed by the goldfish. 

The first question that naturally presents itself is— 
why not? Why should there be any secrecy in busi- 
ness. Is it not true that if there is need for secrecy 
there is necessarily something wrong? This is a very 
ingenious question and seems hard to answer. Per- 
haps the best answer is a story which goes like this: 

A certain mother, desirous of impressing upon her 
baby girl some of the morals of life, said, “Daughter, 
never do anything wrong—never do anything that you 
would not be willing for the world to see.” The little 
girl replied, “But mother, how am I to take a bath?” 

I am glad to say that there are very few secrets in 
business today. It is a fact that today men in all lines 
of endeavor are sharing with each other and with the 
world the ideas they have originated or developed that 
are helpful to business as a whole. On the other hand, 
there is in every business certain things that should 
not be made public. The distinction may be illus- 
trated by a bankers’ convention. At such time each 
banker will seek to outdo the other by disclosing in- — 
formation and experiences which he has found bene- 
ficial to his bank and which may be beneficial to other 
banks. But each and every banker will jealously 
guard any information which pertains to his deposi- 
tors and their business. 

The point I wish to make is that business is entitled 
to all the privacy it desires. It may volunteer what- 
ever it may see fit to tell but I resent any governmen- 
tal action looking to unnecessary disclosures and un- 
necessary interference. 

I have in mind two instances of this nature which 
have recently arisen. 

The first is the publication of income tax returns. 
For the life of me I cannot see any reason why the 
public should have any interest other than a morbid 
or curious one in what another man earns. The gov- 
ernment has only one excuse and it is a very weak one. 
It says that publicity will serve to check up the cor- 
rectness of the tax returns. Such a reason is no reason 
at all. If the government must depend upon a bunch 
of volunteer spies and informers for its information, 
then the system needs revision. If the personal ex- 
amination of records and books made from time to 
time by their examiners does not establish the correct- 
ness or uncorrectness of returns, what can? Then 
again, the public’s opinion is nothing but guess work. 
What I may think about a person’s income is nothing 
but surmise and I fail to see in what way the difference 
between my surmise and the tax-payers return may be 
beneficial to the government. 

The second instance again proves the necessity for 
a Supreme Court. Quite recently the United States 
Supreme Court reversed an order of the Federal Trade 
Commission in which that commission had held that 
the National Biscuit Company must sell to buying 
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pools of independent stores on the same discount as 
they sold to chain stores where both purchased the 


same quantity. | 

Now this particular decision of the court works to 
the disadvantage of the retailers who attempt to pool ART AD ‘a 
their purchases and get the same discount as the chain 


store. Nevertheless the principle is correct, in that 









the decision is that the manufacturer has a right to \* ~ ——e es 
run his own business and make his own prices and Mo Te 
policies, free of interference by a bunch of theorists Pp | le 

} /, iY 


constituting the Federal Trade Commission. ‘ aA 
| If the manufacturer must make the same price to Sticks 

ten stores in a pool as it makes to one chain of ten 
stores then the next step is to require them to sell to 
100 consumers who consume as much as the ten inde- 
pendent stores. Following this precedent we will fix 
, the price of the jobber and the retail merchant. Once 
we admit the right of the government to control the 
prices and policies of business men, there will be no 


This is the Gem No. 0. 
Steel Head Mop Stick 
which holds any thick- 
ness of cloth without ad- 





end to this sort of thing. justment. | 
This country has grown great and prosperous It is the very latest in this 

through a system of government under which, within style Mop Stick and one of 

well defined limits, there was absolute freedom of not the most popular sellers 

only thought but of action and initiative. We seem to ever put on the market. 

be approaching another system under which the gov- Arcade Mop Sticks are Gem 

ernment will fix a place for everything and everybody giving universal satisfac- No. 0 

and there will be nothing for the individual to do but tion. They are | 0. 

to hear and obey governmental mandates. 
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The Result of Over 40 


Years Experience in 


Mop Stick Making 


and come in 10 different 
styles for household and jan- 
itor use. They embody the 
“Cushion lever” principle in 
head construction in which 
all strain on the lever and 
bail is entirely absorbed by 
the spring. 














Arcade Mop Sticks are made 
in their entirety by us and 
can be used with either wet 
or oil mops. They are light 
and easy to handle. 





No. 50 Your Jobber will supply you. 
4 Send for catalog 30 “A.” It 
Janitor describes complete line. 

















“Look for the Label” 





Arcade Manufacturing Company 





Freeport, Illinois 
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Not exactly a complete retail hardware store, yet e 


akin to it, is the locksmith shop of Leon Goldstein, 


226 Seventh Avenue, New York City. Goldstein is | ARRWYARE 
said to be operating the smallest known shop in the and > 4 
world. If any reader knows of a smaller one we Y a> 









should like to hear from him. 
Goldstein keeps pretty busy a long number of hours. 
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DAYOLA $125°° 


(The Set that ts 





Already Loged! 








VERY DAY-FAN set comes 
to you with a complete list 


of broadcasting stations with 
their corresponding dial settings. 


Select the station you want—turn the 
pointers to the positions furnished with the 
set—and listen in. That’s all that is necessary 
when you use a DAY-FAN. 
ALL DIAL SETTINGS ARE THE SAME FOR 
EVERY SET, EVERYWHERE, ON ANY ANTENNA 


The entire DAY-FAN line, comprising models priced from 
$90 to $285 has this new and exclusive feature. 


EVERY MODEL A YEAR AHEAD 


Although radio science has developed at an astounding rate 
in the past few years, the DAY-FAN has always kept well 
in the lead. The remarkable qualities of tone clarity, sim- 
plicity, beauty, and volume which distinguish all DAY-FAN 
sets entitle us to say that they are a year in advance of 
present radio standards. 


Join the ranks of delighted DAY-FAN dealers today. You 
will find it one of the best business moves you ever made. 


“he DAYTON FAN & MOTOR CO. 


Manufacturers of High-Grade Electrical 
Apparatus for more than 35 Years 


DAYTON. OHIO. 
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Champion Woodmen in Competition 














N a contest at Seattle, Wash., Emil Getchman won 

the state saw-bucking championship and the 
Henry Disston Trophy by sawing through a 40- 
inch seasoned log in 8 minutes, 25 seconds. Nine 
sawyers, representing different lumber camps, com- 
peted for the championship. The champion, stand- 
ing on the log, is being congratulated by Art Schro- 
der, who took second place. 








T HE fastest sawyers from nine lumber camps in 
Washington competed for the state saw-bucking 
championship at Seattle. The victor, Emil Getch- 
man (fourth man from the left), won the Henry 
Disston Trophy by sawing through a 40-inch log in 
8 minutes, 25 seconds. 











Competition ! 


“When waiting to see a customer or prospect 
there may be five men ahead of me, but there 
are also 5000 behind me.”—Seymour Sears. 
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I Am the Salesman 


AM the salesman, 
| I am the motive power 
In the engine of business. 
I am the personification of modesty, 
Yet I am not timid. 
I have the tenacity of a bull dog, 
Yet I am not pugnacious nor vicious. | 
I know when to stand pat 
And when to take a backward step. 
I am possessed of an abundance of courage, 
Yet I must avoid playing the part of an actor. 
I have learned to smile in the face of discouragement, 
Yet I am ever mindful of my greater task. 
I am a walking encyclopedia of the house and product 
I represent, 
Yet I am unassuming as I impart this knowledge. 
I am enthusiastic to a degree that inspires confidence, 
Yet I do not let my enthusiasm run away with me. 
I am schooled in perseverance 
And ever so tactful in its application. 
I am often faced with the necessity of forcing my en- 
trance, 
Yet leave graciously with a friendly atmosphere be- 
hind me. 
I am paid for talking at the right time, 
Yet I am a good listener when the oceasion demands. 
I am a thinker while I listen 
And I am a part of my audience when I talk. 


I am indulgent, 
I am abused. 

I am flattered, 
I am amused. 


I maneuver for my entree, 
Start to work when I get in, 
Thinking only of the outcome, 
I’m a salesman, I must win! 


I know my story forward 

And I know it backward, too; 

So I follow on with logic 

Point by point, until I’m through. 


Now my story’s going over, 

I can feel it in the air; 

Each thought I pound and hammer, 
All the facts I’m laying bare. 


But now I’m in a corner, 

I have failed in one attack; 

As I place my best foot forward, 
Every step I’m tracing back, 


Until I find the road again, 

Where I can start anew, 

Regain the ground I’ve had to lose 
With confidence imbue. 


And finally the time has come, 

He signs with tactful grace; 

And tenders me the document— 

I’ve met his moods straight face-to-face. 


I’m leaving now— it’s time to go, 

I’ve sauntered forth and stepped aside; 

Success is sweet when won like that, 

I’ve played my part as gives me pride. 
—Service Digest, published by The Standard Rate & 
Data Service. 
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“The Warren Fixtures were received in 
first class condition and were very eas- 
ily assembled. We are well pleased 
and only wish that we had installed 
Warren Fixtures long ago.”’ 
—Forkners’ Hardware, Selma, Calif. 


Warren Fixtures Add Character 


Good fixtures pay in a retail hardware store, 
not only because its customers care for them 
as fixtures, but because they give that ap- 
pearance of prosperity and hospitality which 
goes to build up confidence. 


Warren Hardware Store Fixtures 


Merchandise on display in Warren Fixtures sells 
itself. Warren Fixtures economically show mer- 
chandise to best advantage, giving you quick turn- 
over and bigger profits, with less money invested 
in stock and less clerk expense. 

Warren Fixtures conserve space; permit you to 
lay hands on any article promptly. And all this 
has its effect on customers and sales. Best of all, 
they are a permanent, dividend-paying investment. 
They are the standard installation, where storage and display 


facilities of a dependable character are sought. Being flexible, 
sectional, interchangeable units, they can be adapted to any 
desired arrangement or later addition. 
Let our Service Department study your 
requirements and offer advice on your 


store arrangement problems. 


‘There Is No Substitute For Warren Fixtures” 


J. D. WARREN MFG. COMPANY 
159 No. State St. Chicago, Illinois 
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STOP HEED 


Replenish 
Hardware Your 
for Stock 
Hard-wear with 
BOMMER 





BOMMER 


SPRING HINGES 


(RE THE BEST 


Your dealer handles them, get 
New Catalog 47, you need it. 





BOMMER SPRING HINGE COMPANY 
BROOKLYN, N. Y. 


Manufacturers 








Greater Sales! 


Larger 


Production 












The Popular 
Camp Cooking Outfit 


| NOW “= $2.25 | | 


HE Campfire Grub Stake is growing in 
popularity all the time and this coming 
season promises to be the biggest yet. It’s 
the neatest, handiest article of its kind on 
the market. Every hunter, trapper, fisher- 
man, camper and even the occasional pick- 








nicker needs one. Sells on sight. The time — 

to stock up is RIGHT NOW. oye. 
DEALERS JOBBERS 

Order promptly from your jobber. Write today for special prices for 

If he cannot supply you, write us 1925. Get ready for the big Spring 


direct giving jobber’s name. demand which is sure to come, 


—Manufactured by— 
CAMPFIRE MFG. CO. 
325 Locust Street St. Louis, Mo. 
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Permanent Electrical 
Displays Build Profits 


PERMANENT display of ‘electric ironer and two 
A types of electric washers help the Stambaugh- 
Thompson Co., Youngstown, Ohio, realize large 
profits on these items. Frequent high class window 
displays such as the one shown augment the efforts of 














the inside display and make the actual sales work much 
easier. 

Both displays were created by display manager 
S. T. Trinkle, whose fine work is well known to readers 
of HARDWARE AGE. The inside display is frequently 
kept in action with demonstrators to animate the ac- 
tion and to answer the queries of interested prospects 
—if possible sell them in the bargain. 








Next Week 


Another of John Cassin’s Cutlery Articles. 
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Merchandising Along Human 





Lines 
By W. H. Owens 
Advertising Manager, Hennepin Hardware Co., ‘When eS aE 
Minneapolis, Minn. ; 
into The Mechanics & Metals 
ERCHANDISING today, more than ever, has National Bank of New York he 
M to be done along human lines, and along the : h HH; h 
course of least resistance. is at home. Here he meets 
Through the generations a fireplace has been the friends who know how he does 
object of much comment and sentiment, in prose and business, who know v hat he 


verse, and has always been the delight of all, rich 
and poor irrespectively. wants and who know how to 
Cicero once said, “There is no place more delightful provide for those wants. 
than one’s own fireside.” A fireplace and fireplace 
fixtures are today considered as a luxury, and should 
be sold as such, and from that point of view. I have pe ee ee ae ee ee 
known of people who have willingly paid $400 or business the next time you come to the city, 
more to have a fireplace in their home, but who at or write us and permit us to visit you, 
the same time objected to paying half the price for 
a good furnace which is a necessity. Sentiment goes 
a long way in the selling game, and hardware deal- 
ers should take every advantage to make money on THE 
every whim, fancy, and sentiment of the buying pub- 


lic. Every attention should be given to the staple MECHANICS & METALS 


article, but let us remember that the long profit is 


oftenest in the specialty and the luxury. 
This fireplace display very successfully conveyed NATIONAL BANK 

















to the looker-on the warmth and pleasantness of the OF THE CITY OF NEW YORK 
fireside. First the window lights were shaded with 
red gelatine and the fire box was also lighted with Deposits June 30, 1924, $288,000,000 








two lights covered with similar material and charcoal 
was placed on top to fill the box. The mantelpiece 
was loaned by a sash and door factory. Inquiries 
and sales of fixtures amply justified the labor and 


expense of such a display. . : 

To get the maximum results, the modern dealer x FOR Q) 
has to use every available resource to get the cus- 
tomers’ attention, and a concentrated attack “brings 


home the bacon.” Newspaper advertising of season- JEAN a PRODUCT. 
able articles on display in windows and store is al- 
ways advisable. The mail should also be taken ad- HOUSEHOLD BRUSH VET 
vantage of, and no letter, invoice or statement should 
leave a place of business without some enclosure to Ask the Clerk 
suggest future sales. The majority of manufactur- S ~ ~~. S 
ers are delighted to furnish the dealer with ample Y 
supply of the most suitable material for the work. 
The market for fireplace fixtures is increasing. 
Statements by contractors and builders verify the 
fact that most of the newer homes have a fireplace, 
and that fireplaces are being put in a large number 
of the old homes. In spite of the additional cost, a 
fireplace in a home is a great asset in selling it— it 
takes the woman’s fancy and provides something to 
talk about, and a man likes to stretch his legs in front 
of the hearth and exercise his imagination to the 
dancing of the flames. 
The importance of pre-season display cannot be 





























Set Consists of 
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overestimated. The hardware dealer should take a Following Brushes Fas 2 
lesson from the department stores—not to wait for a — £. 3: 4 
bd . . ~ e e : . 
winter to display winter goods, etc. Be a little ahead Clothes Ae 3 

. . Vegetable S—>*. 4 
of the season in displays, and use the power of sug- Bottle Fk: 3 
gestion so that when the desire for the possession “pe , ae © a 
’ : Each set packed in as “ 
of an article comes to the customer he can readily carton. Seg 0 & 


a 


Ask your Hardware Jobber 





remember where he saw such an article, and the odds 

are in favor of the merchant who makes good timely JEAN CARO PRODUCTS co 
displays as 55 per cent of the public buy goods ° 
irrespective of price. FREEPORT, ILL. 
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One Court Finds a Way to 
Tax Outside Salesmen 


By Elton J. Buckley 


MOST interesting and important modern devel- 

opment in business is the increasing effort 

various groups of traders are making to elimi- 
nate the middleman and place the producer and the 
consumer face to face. One of the manifestations of 
this is the steady increase in the number of manufac- 
turers who are selling direct to consumers through 
house-to-house salesmen or agents, using no dealers 
at all. All of these—up to now—have operated in 
about the same way. Their salesmen quote a certain 
price to the consumer, a small portion of which is in- 
variably collected by the salesman and retained by 
him as his commission. The bealanee is paid to the 
express company or the mail carrier when the goods 
are delivered. It is a very convenient scheme, for 
the buyer pays the agent’s commission and the manu- 
facturer collects his when the goods are delivered. 
No book accounts with salesmen, who are financed by 
the buyers. 

Now, however, a United States Court of Appeals, 
which is the next court to the United States Supreme 
Court, has found a way to tax these itinerant sales- 
men and has upheld a tax imposed on them by the 
city of Portland, Ore., on the ground that the tax 
wasn't a tax on interstate commerce, but a tax on the 
right of the salesman to do business within the city, 
which had no interstate character at all. 

The city of Portland passed an ordinance requir- 
ing all salesmen who go “from house to house or from 
place to place in the city of Portland selling, or tak- 
ing ordérs for, or offering to sell or take orders for 
goods, wares or merchandise or any article for future 
delivery, or for services to be performed in the fu- 
ture, or for making, manufacturing or repairing of 
any article or thing whatsoever for future delivery, 
provided, however, that this article shall apply only 
to solicitors who demand, accept or receive payment 
or deposit money in advance of final delivery,” to first 
obtain a license and furnish a $500 bond guaranteeing 
to purchasers the safety of their advance payments. 
The bond of course would have to be executed by a 
surety company at an expense of several dollars, as 
itinerant salesmen wouldn't know individuals well 
enough to ask them to go on their bond. The license 
fee if on foot is $12.50 quarterly, or $5 per month; 
if with vehicle $25 quarterly, or $10 per month. 

The first salesmen gone after under this ordinance 
were those of the Real Silk Hosiery Mills, Indian- 
apolis, Ind., who have built up an enormous business 
all over the United States through advertising in the 
woman's periodicals, in hosiery sold in this way. As 
soon as the Real Silk Co. heard of the license ordi- 
nance it went into the United States District Court in 
Portland, Ore., and asked for an injunction against 
the enforcement of the ordinance, on the ground that 
its business in Oregon was interstate commerce and 
that the Portland license fee amounted to a tax on it, 
therefore was a tax on interstate commerce which no 
State or city could impose. This plea has succeeded 


in hundreds of cases, but in this case it did not suc- 
ceed. The District Court upheld the ordinance. An 
appeal was taken and the United States Circuit Court 
of Appeals also upheld the ordinance. Whether an- 
other appeal will be taken to the United States Su- 
preme Court I do not know, but I should expect it, 
on account of the great importance. of the case and 
the chance the decision offers every town and city of 
the United States, if not reversed, to harass the hun- 
dreds of solicitors who are taking orders from con- 
sumers in this way. All of this business, understand, 
isn’t done with consumers, a large percentage of it is 
done with dealers. 

The decision of the United States Circuit Court of 
Appeals in this case is a long discussion of the pre- 
vious attempts which had been made in various sec- 
tions to tax salesmen or agents coming in from out- 
side, and then upholds this tax on the ground that it 
is not imposed on the Real Silk Co. or on its interstate 
business, but on the salesman who collects money 
from the residents of the city. “The shipment and 
the business of plaintiff to which it relates,” says the 
decision, ‘“‘is left entirely free from taxes or other 
regulation. Can it be said that the plaintiff's busi- 
ness in interstate commerce is subject to a burden 
because its independent solicitor doing business in the 
city of Portland, as a solicitor, is required to pay a 
license tax and give a bond conditioned with respect 
to the faithful discharge of his obligations in carry- 
ing on that business?” 

Here is a very significant statement from the de- 
cision :— 

Plaintiff contends in argument that if this 
license tax is required to be paid, it will be paid by 
the plaintiff and will be added to the price of the 
merchandise which the ultimate purchaser will 
have to pay. But the liability for this tax need 
not be incurred by either the solicitor or the plain- 
tiff. They may carry on this business in Portland 
without a license or a bond if the plaintiff will 
compensate the solicitor directly instead of indi- 
rectly by requiring an advance payment from the 
purchaser. The plaintiff can sell its goods by 
soliciting and collect the full amount due when 
delivered to the purchaser C. O. D., and then re- 
mit to the solicitor the amount due him. The ordi- 
nance in no way interferes with such a plan. 
So that the manufacturers who do business in this 

way have their choice of two alternatives: 1, pay 
this license fee and put up the bond, at an expense 
which is bound to increase their overhead; or 2, com- 
pletely change their method of business. This de- 
cision of course does not alter the rule that if the 
salesman merely took orders to be filled from out- 
side, collecting no money, he would be engaged = in 
interstate business and could not be taxed. 

(Copyright, Oct., 1924, by Elton J. Buckley, Esq. 

Counsellor-at-law, 643 Land Title Building, 
Philadelphia, Pa.) 
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‘Red Devil’? Pliers * 


Made for the man who wants to buy 
the best in tools, at a reasonable price. 


Over 100 styles and sizes, for every 
conceivable use. Drop forged from 
steel. 

National advertising, attractive display 
boards, metal signs and dealer co-oper- 
ation make them easy-selling. Catalog on 
request. , 


Smith & Hemenway Co., Inc. 
Mfrs. of “Red Devil’ Tools 
98 Coit Street Irvington, N. J. 


“Red Devil’’ Fence Tools, Glass Cutters, Snips, Wrenches, 
Screw Drivers, Auger Bits, Chain Drills, Cold Chisels and 


Punches, Nail Pullers, Linemen’s and Electricians’ Tools, etc. 

























' GOES “Steel-Handle” WRENCH 


The mechanic who is careless about leaving tools in certain places finds 
that dampness and acids and vermin never injure this wrench. 


The stationary engineer and the railroad employee never worry about 
the damaging effects of steam or hot water on this wrench. 


The shop man who uses tools from morning till night finds this wrench 
strong and reliable. 


| Because this wrench is an “‘All-Steel’’ COES—built to withstand extreme 
: use and unusual conditions without injury. It does it. 


Ask your Jobber to supply you. 


Coes Wrench Co. Selling Agents 


a a J. C. McCarty & Co....... 29 Murray Street, New York 
i 


John H. Graham & Co...113 Chambers Street, New York 
Worcester Mass. Fenwick Freres......... 8 Rue de Rocroy, Paris, France 
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oming Hardware Conventions 
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AMERICAN HARDWARE MANUFACTURERS 
ASSOCIATION CONVENTION, Dallas, Texas, 
April 21, 22, 23, 24, 1925. Headquarters, 
Adolphus Hotel. F. D. Mitchell, secretary- 
treasurer. 1819 Broadway, New York City. 

ARKANSAS RETAIL HARDWARE ASSOCIA- 
TION CONVENTION, Little Rock, May, 1925. 
L. P. Biggs. secretary, 815-816 Southern 
Trust Building, Little Rock. 

CALIFORNIA RETAIL HARDWARE AND IMPLE- 
MENT ASSOCIATION CONVENTION AND ExX- 
HIBITION, Civic Auditorium, San Francisco, 
March 11, 12, 13, 1925. Le Roy Smith, sec- 
retary, 112 Market Street, San Francisco. 

HARDWARE ASSOCIATION OF THE CAROLINAS 
CONVENTION AND EXHIBITION, Spartanburg, 
Ss. C.. June 9, 10, 11, 1925. Arthur R. 
Craig, secretary-treasurer, 717-718 Com- 
mercial Bank Building, Charlotte, N. C. 

CONNECTICUT HARDWARE . ASSOCIATION 
CONVENTION, Hotel Burritt, New Britain, 
Conn., Feb. 19, 20, 1925. Henry S. Hitch- 
cock, secretary, Woodbury. 

ILLINOIS RETAIL HARDWARE ASSOCIATION 
CONVENTION AND EXHIBITION, Hotel Sher- 
man, Chicago, Feb. 17, 18, 19, 1925. Leon 
I. Nish, secretary, Elgin, II. 

IDAHO RETAIL HARDWARE & IMPLEMENT 
DEALERS’ ASSOCIATION CONVENTION, Owyhee 
Hotel, Boise, Feb. 18, 19, 20, 1925. E. E. 
Lucas, secretary, Hutton Building, Spokane, 
Wash. 

INDIANA RETAIL HARDWARE ASSOCIATION 
({ONVENTION AND EXHIBITION, Cadle Tab- 
ernacle, Indianapolis, Jan. 27, 28, 29, 30, 
1925. G. F. Sheely, secretary, 911-913 
Meyer-Kiser Bank Building, Indianapolis. 

IOWA RETAIL HARDWARE ASSOCIATION 
CONVENTION AND EXHIBITION, Des Moines, 
Feb. 10, 11, 12, 13, 1925. <A. R. Sale, sec- 
retary, Hardware Building, Mason City. 

KENTUCKY HARDWARE AND IMPLEMENT 
ASSOCIATION CONVENTION, Jefferson County 
Armory, Louisville, Jan. 20, 21, 22, 23, 1925. 
J. M. Stone. secretary-treasurer, 200 Re- 
public Building, Louisville. 

MICHIGAN RETAIL HARDWARE ASSOCIATION 
CONVENTION AND EXHIBITION, Grand Rap- 
ids, Feb. 24, 26, 27, 1925. Karl S. Judson, 
248 Morris Avenue, Grand Rapids, manager 
of exhibits. A. J. Scott, secretary, Marine 
City. 

MINNESOTA RETAIL HARDWARE ASSOCIA- 
TION CONVENTION, St. Paul Auditorium, St. 
Paul, Feb. 17, 18, 19, 20, 1925. a > 
Casey, secretary, Nicollet Avenue and 
Twenty-fourth Street, Minneapolis. 
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MISSISSIPPI RETAIL HARDWARE AND ImMm- 
PLEMENT ASSOCIATION CONVENTION, Biloxi, 
June 8, 9, 19, 1925. Guy Nason, secretary, 


Starkville. 


MISSOURI RETAIL HARDWARE ASSOCIATION 
CONVENTION AND EXHIBITION, Statler Ho- 


tel, St. Louis, Jan. 26, 27, 28, ioe: fe a 
Becherer, secretary, 5106 North Broadway, 
St. Louis. . 


MONTANA IMPLEMENT AND HARDWARE 
ASSOCIATION CONVENTION, Helena, Feb. 13, 
14, 1925. <A. C. Talmadge, secretary-treas- 


urer, Bozeman. 


MOUNTAIN STATES HARDWARE AND IM- 
PLEMENT ASSOCIATION CONVENTION, Denver, 
Colo, Jan. 27, 28, 29, 1925. W. W. Me- 


Allister, secretary-treasurer, Boulder, Colo. 


NATIONAL RETAIL HARDWARE ASSOCIA- 
TION CONVENTION, Philadelphia, Pa., June, 


1925. Herbert VP. Sheets, secretary-treas- 


urer, 130 Ii: st Washington Street, Indian- 
apolis, Ind. 

NEBRASKA IikTAIL HARDWARE ASSOCIA- 
TION CONVENTION AND EXHIBITION, Omaha, 
Neb., Feb. 3, 4, 5, 6, 1925. Convention 


headquarters, Rome Hotel; exhibftion, City 


Auditorium. George H. Dietz, secretary, 
414-419 Little Building, Lincoln. 

NEW ENGLAND HARDWARE DEALERS’ ASSO- 
CIATION CONVENTION AND EXHIBITION, Me- 
chanics’ Building, Boston, Mass., Feb. 23, 
24, 25, 1925. George A. Fiel, secretary, 80 
Federal Street, Boston 9, Mass. 


NEw YorK STATE RETAIL HARDWARE 


ASSOCIATION CONVENTION AND EXHIBITION, 
Buffalo, Feb. 10, 11, 12, 13, 1925. Head- 
quarters, Hotel Statler. 
Broadway Auditorium. John B. Foley, 
secretary, City Bank Building, Syracuse. 


NorTH DAKOTA RETAIL HARDWARE ASSO- 


CIATION CONVENTION AND EX#IBITION, 


Grand Forks, Feb. 11, 12, 13, 1925. C. N. 


Barnes, secretary, Grand Forks. Mr. 


Barnes may also be addressed for informa- 


tion in connection with the exhibit. 


OHIO HARDWARE ASSOCIATION CONVEN- 


TION AND EXHIBITION, Columbus, Feb. 19, 


11, 12, 13, 1925. James B. Carson, secre- 


tary, 1001 Schwind Building, Dayton. 
‘ 


OKLAHOMA HARDWARE AND IMPLEMENT 
ASSOCIATION CONVENTION, Masonic Temple, 
Charles 
L. Unger, secretary-treasurer, Oklahoma 


Oklahoma City, Feb. 3, 4, 5, 1925 


City. 


OREGON RETAIL HARDWARE AND IMPLE- 
MENT DEALERS’ ASSOCIATION CONVENTION, 
Multnomah Hotel, Portland, March 4, 5, 6, 


Exposition at the 
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1925. E. E. Lucas, secretary, Hutton Build- 


ing, Spokane, Wash. 


PACIFIC NORTHWEST HARDWARE AND IM- 
PLEMENT ASSOCIATION CONVENTION, Daven- 
port Hotel, Spokane, Wash., Feb. 25, 26, 27, 
1925. E. E. Lueas, secretary, Hutton Build- 


ing, Spokane, Wash. 


PENNSYLVANIA AND ATLANTIC SEABOARD 
HARDWARE ASSOCIATION CONVENTION AND 
EXHIBITION, Philadelphia Commercial Mu- 


seum, Feb. 16, 17, 18, 19, 1925. 


Sharon 


F. Jones, secretary, 604 Wesley Building, 


Philadelphia, Pa. 


SouTH DAKOTA RETAIL HARDWARE ASSO- 
CIATION CONVENTION, Sioux Falls, Feb. 24, 


25, 26, 27, 1925. 


Charles H. Casey, man- 


ager, Nicollet Avenue at Twenty-fourth 


Street, Minneapolis, Minn. 


SOUTHERN HARDWARE JOBBERS’ ASSOCIA- 


TION CONVENTION, Dallas, Tex., April 21, 
Headquarters, Adolphus 


22, 23, 24, 1925. 


Hotel. John Donnan, secretary, Richmond, 


Va. 


SOUTHEASTERN RETAIL HARDWARE ASSO- 
CIATION, COMPRISING TENNESSEE, ALABAMA, 
TEORGIA AND FLORIDA, CONVENTION AND 
EXHIBITION, Birmingham, Ala., May 12, 13, 


14, 1925. 


Walter Harlan, secretary-treas- 


urer, 701 Grand Theater Building, Atlanta, 


Ga. 


SOUTHERN CALIFORNIA RETAIL HARDWARE 


ASSOCIATION CONVENTION AND EXHIBITION, 
Ambassador Auditorium, Los’ Angeles, 


March 18, 19, 20, 1925. H. L. Boyd, secre- 


tary-treasurer, 435 San Fernando Building, 


Los Angeles. 


TEXAS HARDWARE AND IMPLEMENT ASSO- 
———_ CONVENTION, Dallas, Jan. 20, 21, 
22, 1925. Dan Scoates, secretary-treasurer, 


College Station. 


VIRGINIA RETAIL HARDWARE ASSOCIATION 


CONVENTION AND EXHIBITION, 


Jefferson 
Hotel, Richmond, Feb. 10, 11, 12, 1925. 


Thos. B. Howell, secretary-treasurer, Rich- 


mond. 


WESTERN RETAIL IMPLEMENT AND HARD- 


WARE ASSOCIATION CONVENTION, 


Kansas 


City, Mo., Jan. 13, 14, 15, 1925. H. J. 


Hodge, secretary, Abilene, Kan. 


WEST VIRGINIA HARDWARE ASSOCIATION 
CONVENTION AND EXHIBITION, Clarksburg, 
Jan. 20, 21, 22, 23, 1925. James B. Carson, 
secretary, 1001 Schwind Building, Dayton, 


Ohio. 


WISCONSIN RETAIL HARDWARE ASSOCIA- 
TION CONVENTION AND EXHIBITION, Audi- 
torium, Milwaukee, Feb. 4, 5, 6, 1925. 








Display for Empress Clothes 
Driers 


The Empress Clothes Driers, made by 
the Hess Mfg. Co., Freeport, Ill., has 
unusual beauty of design and finish. 
It is finished in white Egyptian lacquer 
enamel and nickel plating, the enamel 
being guaranteed not to chip, crack or 
peel. It has a very simple and efficient 
patented raising and lowering feature 
which is calculated to make it appeal 
to housewives. 

In order to assist dealers in the sale 
of this attractive number, the company 


is furnishing with each first order for 
three dozen or more-driers the display 
board illustrated herewith. This light 
wood board is finished with two ccats 
of white Egyptian lacquer enamel and 
neatly lettered and bordered in light 
blue. It is suitable for either window 
or interior store display and is supplied 
free of charge to dealers on initial 
orders of three dozen or more Empress 
Clothes Driers, assorted sizes. 

The board has a screw eye at top 
for hanging. Holes are drilled in the 
proper places so that only a screw- 
driver is necessary to complete the dis- 


play. 
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Next to the Dealership for 
Allen screws, your best asset 
in the Hollow Screw line is 
a complete line. 


Orders gravitate to the house 
with a well-balanced stock. 
Orders are lost when buyers 
must wait for some sizes. 





Rather than telling the cus- 


tomer youll “send for’ his 
ALLENS, send to us for a well- 
rounded assortment—and be 
ready. 


We'll advise you out of 
wide experience what will 
make up a balanced stock, 
with the best provision for 
rapid turnover and _ steadier 








The Allen Mfg. Co. 


139 Sheldon St., Hartford, Conn. 


Write for new catalogue 
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Special Finishes 


We are prepared to supply 
any pattern Collins Axe in 
various fancy finishes, also 
deep etching gold filled, 
and gold stamped, although 
we recommend the Stand- 
ard Finishes. 


The illustration at the top 
shows our Michigan Pat- 
tern Axe with Velvet Fin- 
ish, deep etched and gold 
filled. 


On orders of sufficient 
quantity we will deep etch 
any special trade mark or 
name at the standard charge 
for same. 


Give us a trial on your next 
order and let us convince 
you that “If It Isn't a 
COLLINS It Isn’t the 
BEST.” If your jobber 
cannot supply you—write 
us direct. Send for Catalog 
“G”’ just issued. 





The COLLINS COMPANY 


Established 1826 Incorporated 1834 


Collinsville Connecticut 


t 
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Rivets, Roofing Nails, 
Scratch Brush Wire, 
and Pipe Couplings. 


THE BRIDGEPORT SCREW CO. 


Bridgeport, Conn. 





Q 
BRIDGEPORT, CONN. 


Representatives: 


George E. Quigley, Detroit 
Dan M. Bell, Dallas, New Orleans 
Milton Pray Co., San Francisco, Los Angeles, Seattle 
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the hinge noled for clo 
lasting beauly and enduring 
cbrength—thal ts made 
from the finest oteel of 

our own rolling mille and —— cama snaee_ ar 

produced with the precise ahaa 

uniformity of automatic —_— — eee 





Griffin Hing Haape and Bajety 

Pa n es are afety Haspe 

machinery. made entirely in our Door Handles and Door Holders, | 
own mills—each butt Brackets, Push Plates, 
wrapped in moisture Drawer ls, Door Stops, 
proof paper and packed Bash and Screen Lifts 
one pair in a box with Barrel Bolts, Corner Braces, 
screws to match. Corner Irons, Washers, eto. 





GRIFFIN MANUFACTURING CO. 


45 Warren St.NewYork ERIE,PENNA. 74w.LakeSt.chicago,It. 
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Bolts shoct out perpen- 
dicularly—turn and rest 
horizontally in locked 
position. 
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Francis Keil & Son, Inc. 
401-425 East 163rd St., New York, N. Y. 
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The Customer Who Doesn’t Care 


He usually refers to everything as ‘that stuff.” 


Hardware Cloth is no exception We can’t expect a man 
to be an expert in every line of endeavor. He knows just 
what he wants and what he wants to use it for, but he’s 
not particular. 





Be sure of that customer! He is a good prospect or a 
‘sore loser’’—depending upon what is sold him. 


“Perfect” Hardware Cloth is the pivot of friendly rela- 
tions. 


Your Jobber Carries “Perfect” 


ANNUAL 


LUDLOW-SAYLOR WIRE CO. 
St. Louis, Mo. 





92 HARDWARE AGE January 1, 1925 


a 





, en 
»- & 


| cm 































ROYAL 


Grinder No. 6 
Furnished 


with either 
Corundum or | 
Carborundum 


W heel 















Approved! 





Noted 
For 
Fast Cutting 


A Grinder for Every Use 






by the keenest buying 






brains in the country 















Royal and Cheney Grinders are 
made in patterns and sizes for every 
tool grinding requirement. 

Mechanics, Carpenters, Garage 
Men, Farmers and Home Owners all 
use edge tools and all edge tools re- 
quire frequent sharpening to be efh- 
cient. 

Both Royal and Cheney Grinders 
are noted for their rugged construc- 
tion, fast cutting and smooth, quiet 
operation. 

The Royal is finished in a beautiful 
Royal Purple and comes in 5 sizes— 
the Cheney is finished in a pleasing 
Black Enamel and comes in 3 sizes. 
These grinders are very popular for 
home use. 

Write for Catalog. It describes the 
complete Cheney line of Tool Grind- 
ers all backed by 15 years of experi- 
ence. 


Look for This Label on Box 


Through unity of effort, 
large scale production, 







the elimination of waste 







by the use of efficient ma- 







chines, the hearty coop- 







eration of satisfied em- 







ployees and _ specializa- 
tion, the Tubular Rivet 
and Stud Company has 








for 50 years manufac- 






tured rivets that are the 






‘recognized standard in 


their field. 
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TUBULAR RIVET é STUD| 
COMPANY 


BOSTON 
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CORBIN 


SCREW 
PRODUCTS 





Wood Screws—Machine 
Screws—Cap and Set 
Screws—Saw Screws, 
and Special Screws of 
every _ description. 
Stove, Tire, Sink, and 
Agriculture Bolts — 
Nuts—Escutcheon Pins 
—Jack, Safety, Plumb- 
ers, Register, Sash and 
Ladder Chains. 





We shall be pleased to 
furnish quotations im- 
mediately upon receipt 
of samples, blueprints, 
or specifications. 


The CORBIN SCREW 
CORPORATION 


The American Hardware Corporation 
Successor 


229 High Street 
New Britain, Conn. 


Branches: 
New York Chicago Philadelphia 
Western Factory: Dayton, Ohio 
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And Now 
“THE WITT GUARANTEE 
Opens the Way to Greater Profits 


Every can will carry it—an attrac- 
tive tag wired to the handle. 


While the Witt Line has always been 
the. outstanding money-maker in the 
field, this guarantee will play a big 
part in building more and easier sales 
—this means greater profits than ever 
for you. 


Get into action immediately—if your 
jobber cannot supply you with 
numbers from the Yellow Labeled 


Line write— 
Department D 


The Witt Cornice Company 
Cincinnati, Ohio 


Manufacturers of 


Wik 


CORRUGATED 
‘CANS and PAILS” 


—and the Brighton Line of medium weight Cans and 








Pails—just a real good value for the money. 
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Guarantee the Price. 


You can’t sell them unless you have 


W. W. BABCOCK CO. 





Send Us Your Order for Spring for 


BABCOCK SPRUCE 
aT LADDERS 


We will ship at once and give you Spring Dating and 


We Pay Freight 





them. ! 


Bath, N. Y. 














TWO OUTSTANDING FEATURES, 


ae MY ERS 


oy -) 2, | ee 
CONSTRUCTION 





















ROLLING 
MOTION 
COG GEAR 


PATENTED 







THE FE. MYERS & E BRO.co. CO. 


ASHLAND SUMP AND HAY TOOL WORKS 





IVE your customers better pump values. Sell them Myers 
Well, House and Cistern Pumps with the famous Myers Glass > 
Valve Seat Cylinders and Myers Rolling Motion Cog Gear Head. 
Here are two outstanding features in pump design and construction 
that are exclusively Myers. The one lengthens the life of the pump 
leathers. The other reduces pumping labor 3344%.. Everything 
else being equal, they alone have sufficient merit to produce pump 
business. But Myers Pumps offer other improvements of equal worth 
which are also a profitable trade asset to those who distribute them. 
There is the adjustable base, reversible siphon spout, extra large air 
chamber, heavy stand and long set length. Every condition has 
been met. From simple installation, easy operation and full volume 
to long time dependable service has been anticipated and incor- 
porated into Myers Pumps. Nothing omitted to give those who 
depend on them better service. Nothing overlooked to give those 
who sell them more opportunities for profitable pump business. 
There is a style and size for every purpose. The complete line is 
fully illustrated, described and listed at REDUCED PRICES in our 
No. 57 Catalog, a copy of which with informa- 
tion will be mailed to reliable dealers on request. 










SHLAND, OHIO 











January 1, 1925 HARDWARE AGE 95 


feln fc Te ft 


A Good Drawing Card Will Win More Trade 


“Ringco” Bath Room Fixtures are the 
“All-Star” attraction for the hardware 
dealer’s show-place. 








Their exceptional high quality and ser- 
viceable performance has won the ad- 
miration of customers who in turn have 
been complimented for their good taste. 


The well known durability of brass has 
earned the distinction of being called the 
Everlasting Metal. This material has 
played an important part in making 
“Ringco” Fixtures the popular equipment 

pr in the modern bath room. They are made 
Packed % Doz. in Box | of SOLID BRASS and covered with a 





2 : heavy coat of highly polished nickel 
nad plate. 


Our catalog shows nearly 300 artistic items from individual pieces to complete combina- 

tions and sets. By carrying out the same general design in their construction, each fixture 

harmonizes. Your customers are afforded the opportunity of making separate purchases 

from time to time in the selection of their bath room equipment. Write to nearest Branch 
C Office for Catalog. 


: Branch Offices: 


AMERICAN RING COMPANY New York, No. 2 Hudson St. 


San Francisco, No. 116 New Montgomery St. 
WATERBURY, CONNECTICUT Chicago, No. 29 E. Madison St. 


Boston, No. 170 Summer St. 


=| GREASE Cups 
mw | 2 OiL Cups 


An intelligently selected stock of grease and oil cups is indis- 
pensable to the hardware dealer. The constant demand for 
them as repair and replacement parts as well as for new work 
makes them a profitable article to handle. Your stock is incom- 
plete without them. 


You cannot go wrong in stocking Empress Grease and Oil 
Cups. Manufactured by a concern whose sole business for the 





ye 


















past thirty years has been the manufacture of lubricators for bs, pa 
every purpose, they are preferred by machinery builders as Letter Dusted 


standard equipment on all types of machines. 


The few styles shown here are excellent for the hardware 
dealer’s stock, but other Empress cups are equally good. Your 
jobber handles them. 


BOWEN PRODUCTS CORPORATION 
AUBURN, NEW YORK 





Branches 
NEW YORK, 220 Broadway CHICAGO, 2110 Michigan Ave. 
DETROIT, 2760 W. Warren Ave. CLEVELAND, 7113 Euclid Ave. 
KANSAS CITY, 2005 East 15th St. MINNEAPOLIS, 983 17th Ave. 
BOSTON, 161 Massachusetts Ave. SAN FRANCISCO, Monadnock Bldg. 





Wick Feed Reservoir Complete data on these cups and over fifty other types of grease 


sense 4 and oil cups is given in Booklet No. L-102. Write for it to-day 
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Is made with an extremely hard, sharp, du- 
rable flint quartz, fixed to tough flexible long- 
fibre paper, with first-quality hide glue. 


Note microphotograph above, of the sharp, 
even grits used, and the picture below show- 
ing an enlargement of a bit of our paper about 
the size of a flax seed. 





Ruff-Stuff is a scientific product made under 
watchful laboratory control, by men of many 
years’ experience. 


Send for free sample book and illustrated price 
list. 


Weaesat APs 




































239 W. 39th St. 








For Suggestions 
On How To Sell 


PAINT 


One of America’s great merchants has 
said: “The way to make a business go is to 
go after business.” 











It is always interesting to read how dif- 
ferent hardware dealers go after Paint and 
Varnish business and increase their sales by 
novel window displays, practical paint dem- 
onstrations, timely newspaper  advertise- 
ments, “follow ups” by personal letters and 
visits by your sales force. If you will 


read the Paint 
issues of 
Hardware Age 


which appear the third issue of each month, 
you will find all these and other methods of 
securing Paint and Varnish business discussed 
in a timely and interesting manner. 


And there’s this much about any paint 
article appearing in Hardware Age—it is 
based on the actual experience of the men 
who sell as well as the men who apply the 
product. 


Hardware dealers read the special Paint 
and Varnish Issues regularly because in 
every issue there are practical ideas which 
have paid others in their Jocality and will 
pay you in your town. 


Keep posted by reading— 


HARDWARE AGE 
New York 
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WOOD 
SCREWS 


ol wakwalalal al v\ al 
Flo TritrtltS 


(Reg. U. 8. Patent Office) 





SPECIAL 
RIVETS 


MACHINE 
SCREWS 
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FORSTNER 
Labor Saving 


AUGER BIT 


Here Are 
Facts! 


Through our advertis- 
ing in consumers’ mag- 
azines, your customers 
are writing us for cat- 
alogue and prices. We 
send the catalogue and 











Bores Any Arc 


a tale refer them to our near- 
“oO ashioned”’ 
of a Circle Many Quality Tools est dealer. 








New Uses 


The Forstner Auger Bit, un- 
like other bits, is guided by its 
circular rim instead of its center, 
consequently it will bore any arc of 
a circle, and can be guided in any 
direction regardless of grain or knots, 
leaving a true polished surface. Takes 
the place of a chisel, gouge, scroll-saw, or 
lathe tool combined. For core boxes, fine 
and delicate patterns, veneers, screen work, 
scalloping, fancy scroll twist columns, newels, 
ribbon molding and mortising. 








Do You Want These Inquiries? 










Unless vou have at least samples and our 





catalogue, we cannot refer them to you. Do 





vou care to put yourself in line for inquiries - 





Write us. 







Send for Catalogue. 


The PROGRESSIVE MFG. CO. 


TORRINGTON, CONN. 


THE L. & I. J. WHITE CO. 
125 Columbia St. Buffalo, N. Y. 























Growing demand tor 


W. ROSE Tools 


is the result of our use of choice ma- 
terial and skill. 


Wm. Rose & Bros." 


Selling Agents 
Wiebusch & Hilger, Ltd. 


No. 1111—6 inches Wide Heel Cut Back New York 





<= 
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demand. 


BIG BUSINESS 


Sales on the Lightning, Gem and 
Blizzard Freezers are increasing 
rapidly year by year. 
housewives are learning that the 
best way to make pure and whole- 
some ice cream easily and quickly 
is in one of our easy running 
3 freezers—and at a small cost. i 

They sell on a reputation established by more than thirty years of high class service 
and they stay sold. This means permanent profits. 


The Blizzard is simpler in construction and a trifle cheaper, but sells as well as 
either the Lightning or Gem and should be ordered with either style to satisfy the 


Progressive 


We suggest placing your order early for shipment later, as you may direc Be 
sure to include request for sales helps—THEY ARE FREE FOR THE ASKING. 


NORTH BROS. MFG. CO., American St. & Lehigh Ave., Philadelphia 


















Fifth and Last Point 
of the Clemson Star 


STAR 


HACK SAWS 





CLEMSON HEAT TREATMENT 


Star Hack Saw Blades are heat 
treated in electric furnaces which 
are equipped with automatic elec- 
tric control. Star Blades are abso- 
lutely heat treated to specifica- 
tions, thereby possessing a marvel- 
ous uniformity. 


Makers Since 1883 


CLEMSON BROS., INC. 


Middletown, N. Y. 


WE HAVE SOMETHING TO TELL YOU ABOUT 
HACK SAWS. WRITE FOR BOOKLET. 











Which Hod Would You 


Rather Carry? 


If you had to haul mortar for a a hod 
a wouldn’t want to carry a that 
dripped water all over your shoulde 

You would choose a Never Drip Steel ~~ 
with its one-piece You would 
ow on your way while the other fellow 


There are lots of hod carriers in ps town 
who are bearin the discomforts o 
leaky hods simply because they have er 
shown the sensible and better kind. 


This open field of profit is yours for the 
asking. Write us at once for details. 


The Cleveland Wire Spring Co. 
Cleveland 








Ohio 

















“COLD HANDLE” FRY PANS AND SKILLETS 









convinced. 


QUALITY, both in FIN- 
ISH and WEIGHT. Or- 
der a Sample Line and be 








LALANCE & GROSJEAN MFG. CO. 


NEW YORK CHICAGO 


BOSTON 
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Bronze and Copper 
FLY SCREEN CLOTH 


Perfectly Woven, Most Durable 


One Million Square Feet.in Stock. 
Write for Prices 


SPAR GO WIRE CO. 


January 1, 1925 


























ARMSTRONG’S 


A Profitable 


* 
Line 
to add to your stock now and 


one that will build your sales 
rapidly at a small investment is 


DIETZGEN 


Drawing Materials 


Many of your customers buy 


Instruments, T Squares, etc. 


Get their business by a display 
DrawingTables, | in your window or show case. 


a ang Watch the results! The trade 
angles, Curves, obtained will quickly prove the 
Instruments, etc. merit of DIETZGEN goods. 
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Improved Nipple Holder 





No. 20 for No. 2 Stock 


Range %4—1” Right or Left 
No. 30—for No. 3 Stock 
Range 1—2” Right or Left 





Catalog and discounts on request 


"It’s easy to sell DIETZGEN Goods” 


EUGENE DIETZGEN CO. 


Right goods at right prices 


The right nipple is always on the job 
when you carry one of these tools. 


The Armstrong Mfg. Co. 





continuously since Year 1885 

















‘Branches Philadelphia Washington : 
Rn . = York Milwaukee Bridgeport 
Orleans Pittsburgh 
a ° Lg 4 : Conn. 
on Eaqnipment For you—an opportunity to increase profits NOW 4 
or harvesting The ice harvesting season will be here—th 7 
100-500 tons of ice tools ant monte nnd needed are peias bought NOW. ey ry I TE ay 
1N i There's’ pg Re ab dairymen, creamery aad oAvrite for ‘Catalog No. 70 and sheet By 
o 315 S-in Ice King Plow owners, cenfectioners, ice cream manufacturers, ice tive discounts. 


1 Ne. 412 Plow Rope 
1 Ne. 422 5-ft. lee Saw 
2 No. 444 Splitting Forks 


MAIN OFFICE: 7 HILL ST., HUDSON, NEW YORK 

New York: 5@ Church St. Chicago: 565 W. Washington St. 

Boston: 222 State Street Pittsburgh: Peoples Bank Bidg. 
Plants: Hudson, N. Y., and Oskmont, Pa. 








1 
| 
1 
| 
| 
1 
8 
i 
1 


Na 520 13 ft. Iee Hook 
1 No. 546 24 in. Boston Tong 


This HMst may be sdded to if con- 
ditions demand. 


Bend for complete Catalog. 
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business. 


line, whatever they may be. 











2411 N. 10th Street 


MILBRADT Rolling LADDERS === 
BICYCLE Rolling LADDERS [ef — 


We are the originators and have manufactured MILBRADT Rolling - 
Step Ladders for thirty-five years. 
We have lately purchased the Bicycle Step Ladder Co. of 4 
Chicago and are now manufacturing BICYCLE Step Ladders as well oom gg 
as eighteen different styles of MILBRADT Rolling Step Ladders. All 2 tn ie 
goods are made in a first-class manner, guaranteed in every respect > 32 mae 
to give satisfaction, and we can supply your wants in the rolling ladder 

















viedo. Bide. 


Rolling Ladders is our exclusive a! Sham 


ee a ae 
OES 4 mS odin 
ote ec ag eines 


: a 
Su Ser Papegs 
SSS Se eee ae 
Be att + mF 
ds Se. 


Write for complete catalog. 


Milbradt Manufacturing Co. 


St. Louis, Missouri 
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READING 
CUT NAILS 


72% Greater Holding Power 
Than Wire Nails 


READING IRON COMPANY 
Reading, Pennsylvania 


Also makers of RICO Hard Cut Floor Nails, made to 
drive into hard wood without bending. 












More 
profits in 
1925 with 
the Ney 


line 


The Ney reputation for 
quality is built against 
a background of forty 
years of. honest service 
to your customers. The 
Ney business is founded 
on the solid foundation 
of customer confidence. 
You can capitalize this confidence, 
you can enjoy the sure, steady 
profits in 1925 by linking up your 
effort with Ney value line of barn 
equipment and haying tools. 


The Ney Manufacturing Co. 


Established 1879 
CANTON, OHIO 


Minneapolis, Minn. Council Bluffs, Iowa. 























IDEAL LINE 
ROLLING STEP LADDERS 


Eliminates the 
lost motion 


Fifteen styles 
for every store 





requirement. in reaching 
stock. 
Will last a Write us for 
lifetime. complete 
catalog. 
Quick service. Easy operation. 


SUCCESS FURNITURE CORP. 
St. Louis (Kirkwood) Mo. 














ereaerer ere tee. 
wTrerriie iit tii er ey 


Se ae + Bri 


SPOT ITNERRT 8 tbrpteet Tia) 


é all profes- 

La sional barbers, as 

well as many home users, 

find complete satisfaction in Koken Razor 

Strops. A profitable line of ready sellers 
listed in our catalog. Write for it. 


Koken Companies, St. Louis, U.S.A. 


OESOOGRAARSATISAOHSATSVIAALADTSSALELOLODDAO TORTS DODORRSSEO SR AARSBISRSARAERSE0 81) \, , 
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| ______ CHALLENGE REFRIGERATORS 








} A universal household necessity meeting a universal demand. Our facilities for manu- 
bate gio facture enable us to take care of orders for prompt shipments of high grade refrigerators. 
: Sizes are standardized and stock is always complete. Made with Ash Case and all porcelain 
interiors. Send for catalog of complete line. 

“We Can’t Build All of Them 

Se We Build Good Ones.” 
Challenge “Iceberg” Ash Case Cut showing one-piece porcelain 
Model One-Piece Porcelain Lin- — jining—Construction as used in all 
ing, made in two sizes: ; Cc 

42” high x 31” wide Challenge Refrigerators. enter 


45” high x 32” wide flue cold air circulation. 


CHALLENGE REFRIGERATOR CO. 
Grand Haven Michigan 
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Cap Screws, Set Screws, Stove | 1 7 ¥ \ Lf 
. eo / 





Bolts, Sink Bolts, Hanger Bolts, 


Pa * . 
Nae, Rivet Burn, Speciale |= i a Seeing Is Buying 





ae 


when the goods are K & E Measuring 
Tapes, displayed in this handsome tray 
where each article is shown to best advan- 
tage. 


« & e MEASURING 
— TAPES — 
have that attractive appearance which is an 


outward proof of their high quality and 
durability throughout. 


Remember every Machinist, Carpenter, 
Painter, Mason, etc., is a potential buyer. 


UE economy in the selection of Screw or Bolt Products Keep supplied. 
consists in using those that are exactly suited for their Write for information re Tray No. 52. 
particular service and that possess unexcelled quality and 


accuracy. KEUFFEL & ESSER CO. 











. 3) We Oc D Fr core NEW YORK, 127 Fulton Street, General Otfice and Factorien, HOBOKEN, N. 3° 
REED & PRINCE MFG.CO. 6406 CHICAGO ST.LOUIS SANFRANCISCO MONTREAL 
WORCESTER, MASS..U.S.A. 616-20 $. Dearborn St. 817 Locust St. 30-34 Secon@St. «6 Notre Dame St. 
WESTERN BRANCH arCHICAGO- 12] NORTH JEFFERSON ST. Drawing Materials, Mathematical and Surveying Instruments, Measuring Tapes 

ST 

















PEERLESS 


& * 

















‘ . 
The deLuxe Fender for Ford Cars is made 
of the finest cold rolled strip steel. The Every Ford owner in your town is a pros- 
top is stamped out, of one piece, with re- » FOR FORD CARS . pect for this splendid item. 
inforcing ridges. s method of manu- —oler the exceptional opportunity for hardware nail — 
facture ae arch —— 4 it ro dealers to make money. Investigate—write Fey 9B ag Bag boy poy ee 
cess strength over the ordinary type—an yourself and then you can see its real 
PrOveETs GEttaag aes. Ty. The CORCORAN Mfg. Co. beauty. Order a set today. 
Besides strength, it has those long sweep- World’s Largest Manufacturers of Replacements for 
ing lines that make the Ford car look Ford Cars 


lower. Dept. 9 Norwood, Cincinnati 
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Manufacturers of 


LOLTS NUTS WASHERS 

| RIVETS SPIKES 

i PLAIN AND UPSET RODS 

IIARROW TEETII, HINGES 

WAGON IRONS , 

SINGLETREE TRIMMINGS 

FLOOR IIOOKS 

{ 











CAR FORGINGS 
GENERAL FORGINGS 
ANCHOR SIIACKLES, CHAIN LINKS 
POLE LINE MATERIAL 
COTTON TIE BUCKLES 


BAR STEEL, CONCRETE BAR, ETC, 
| “TYRONE BRAND’ 
Hi PICKS, MATTOCKS, GRUB HOES 
CROWBARS, WEDGES 








General Office and Works, Pittsburgh, Pa. 
Eastern Office: 50 Church St., New York City 
Pacific Coast Office: Monadnock Bldg., San Francisco, Cal. 

















Just off the press. The 
latest edition of our 
general catalog. Send 
for it. 





There is a Kimball Elevator built 

for every requirement. Light dumb 

7 waiters or heavy elevators, lifting 
; upwards of 30,000 pounds, high 
speed passenger elevators, hand- 
power and electric elevators of all 
sizes and types are built and in- 





stalled by 
KIMBALL BROS. CO. 
1117-41 9th St. 15 E. Fayette St. 
Council Bluffs, lowa Baltimore, Md. 
opens crre pores 
, SOUTH BEND DENVER 
CLINTO eAtLAS om 
| DES MOINES OKLA. CITY 
NEW ORLEANS FORT SMITH 





a 
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SPRING HINGES 
THE “RELAX” 


SPRING-ACTION 
RELEASE 






‘> ¢ 
; . 
, 
’ } 
t 
* ‘ 
‘ 
* F a 
| 
| foe p 
. a 
e Pe 
; . 
> 4 
} , ~ x 
j ’ ~~ = 
i ==" } i ft A i — 
: = 
4 _ > 
¢ > 
; é : 
* 4 / % 
‘ 
j , “. 
> ; 
‘ Je ~ 
i = 





NOISELESS 


These important features of the “RELAX” account 
for its popularity for use on HOSPITALS, SCHOOLS, 
CHURCHES and RESIDENCES. 

The SPRING ACTION RELEASE permits the door 
to be placed open at any desired position without the use 
of a door holder. A NOISELESS HINGE is always 


desirable. 


Type 6001 
Relay Spring Pivot 


Send for Catalogue H 39 


Chicago Spring Hinge Company, 
CHICAGO NEW YORK 


























@ 


PROTECTION 


That's what customers get with the 
Ileo Dead Bolt Night Latch. 

turn of the key backwards in this 
latch locks both bolt and inside 
knob. Once locked there is no forc- 
ing back the bolt or opening the 
door without the proper key. Big 
seller for homes and stores. 


We also make over 1,000 styles of 
mes. Blanks. Write for Catalog 6 
an 


Prices. 
Gp INDEPENDENT IOCKCO,Q®> 
Leominster Mass., U.S. A. 


Manufacturers of ee Bia Leoeks, Padlecks, and 
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NOW BEFORE 
THE FARMERS 








Only successful one man stretcher for 
stretching plain, twisted, barbed and woven 
wire. Grips tight. Can’t slip. One man 
can do it all. If your dealer can’t supply 
you write direct. 











PUT IN A FEW—THE 
FARMERS WANT THEM 


If you are not all ready to supply this stretcher 
to your trade you should look to your needs at 
once. Here is the original Townsend stretcher as 
made and sold for more than 30 years. It is the 
only successful and practical one-man woven wire 
stretcher made and is equally as practicable for 
Dlain, twisted or barbed wires. We are telling 
users about this tool in farm paper advertising 
and you will surely have calls for it. If your job- 
ber hasn’t it, write us direct. 


F. J. TOWNSEND 


BOX 268 PAINTED POST, N. Y. 


Anchor Brand 





Clothes Wringers 
ARE 





The Best Wringers Made Are 


Anchor « Brand 


Lovell Manufacturing Co. Erie, Pa. 


Largeat Manufacturers of Clothes Wringers in the World. 














Send for a Sample 





and 
Trade- 
Prices 
nt 
on 


FROST’S 


Friction Catches 


We want every Hardware Dealer to see and 
examine and try one of these practical little 
Friction Catches. 

Put one on your Medicine Cabinet, or any 
small Cabinet, Cupboard or Closet that has 
light doors. It’s easily applied, invisible when 
in use and highly efficient. 

Adjustable and Non-Adjustable types. Many 
styles and sizes. Write us for Sample and 


Prices. 
Your Jobber Can Supply You 


C. L. FROST & SON 


28-30 Ionia Ave., S. W. Grand Rapids, Mich. 
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A TOOL OF QUALITY 
Made of Cutlery Steel 
Well Tempered 
CUTS CLEANLY AND GASLY 
} SEEP THE PONT OF THE CAN OPENER & CONTACT WITH THE SIDE OF THE CAN AND UST SHORT STROKES 

THE Tep Smooth 





wo 
OF CAM WILL 8 REMOVED AKD LEAVE EDGE PERFECTLY 

















Don’t compete with the 10-cent stores on 
Can openers. 


Buy The Goodell 


Made for the Retail Hardware Trade 
Each Sale Pays a Profit and Makes 
a Friend for You 
SELLS FOR 25 CENTS 
Trial dozen sent postpaid for $2.00. 

Returnable if not satisfactory in every particular. 


Made by 


Goodell Company Antrim, N. H. 
Specializing in KITCHEN CUTLERY 
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Universal 
Super-Quality High Grade - Hose Clamps 
Cast Shears and Scissors A name that 

means ‘Security 


5 for y When you buy Universal 
Wholesalers and Jobbers Hose Clamps you get good 











C Oe) ©! Pw ol al el aa « 
’ (°w ete) ete eo! ei areie 


(* el ete! of él ei ele 





























, ' material, substantially made LET pl eligi thi etets 
Fifty years experience into a product that is a F7PEP tsa wt elel were 
makes our line the stand- quality product in every re- , 
ard for low-priced cutlery. spect. You are secured 2a. “Se eitewe 
“The most wonderful against dissatisfaction. Yel etelets 
‘sales talk’ in the world Besides, every Universal AIT ets sie 


Clamp has _ its patented aE oer ete Ie 
“bead” that makes a leak im- _ 
possible. In addition, the 
“Scores between Holes” pro- 
vide for a quick, clean break- 
off. These are exclusive Uni- 
versal features. No other 
clamp can claim or use them. 
One size—l1 to 3 inches—is 
adjustable to fit any size hose. 
Junior Clamp, % to 1% re Tare 
inches, for occasional needs 
of small hose. 


will not sell a pair of 
shears at $1.50 to the 
woman who wants a 50C 
pair.” 

We produce the best 
counter display carded 
Assortments on the 
market. 

We help you to increase 
your sales. 





Write for our 


Catalog No. 6 
Specify Universals and be sure you Patents Granted 
get the genuine. The name is on ge ee at 





Famous Since 1875 every clamp and every box. 


Fem) UNIVERSAL INDUSTRIAL CORPORATION 
— MINE) mane HACKENSACK NEW JERSEY 


: THEACME SHEAR COMPANY HOSE, 


BRIDGEPORT, CONN..U.S.A. CLAMP 
Adjustable to (tt anny Lose of ary St20 




















1675 


ACME 


Tt BEST 


SHEARS AND SCISSORS Iw THE WORLD 


e 





6 
tae G85" 











\ heavyv steel wire 


” Note ’ 
cc. folded around edge and 
a Q) e a through handle mak- 
: 4 ing non- 


breakable handle | 





\\ 


\ att") \y i 


ens <x 






o 


The same careful wersmnensaae and highest Dn 
lp a 


materials that have made Morri 
ard for half a century will continue to be used while 
we are in business. 


roducts the nd- 
That means that when you sell our goods you know : 
that your customer will be satisfied. Peay sitar got pte ig 
We warrant our goods to be perfect in workmanship, . . : 4 
material and operation when they leave our factory ers, with rapid turnover, each 
and will replace, no charge, any part that proves one a profit-maker and busi- 
defective during proper use within a reasonable time ness getter. You’ll find M. M. ie Minn en 
after purchase by the user. P. Products sturdily built — | FREE ntOIoee 
All of our tools are properly proportioned for the each ivin ‘avy steel OZ. U 
work for which they are designed and if so used will servic ae ‘aor = 


give a lifetime of service. “ 
cash in on extra profits. 


Buy from your Wholesaler. 
Our goods are illustrated and listed in the Hardware Sold by all leading Jobbers 
Age Directory. 


CHAS. MORRILL, Inc. Michigan Metal Products Co. 
102 Lafayette St. New York Battle Creek, Michigan 
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Sell More 








‘ Heller Shelving in Payne-Cummings Hardware Co., North Adams, Mass. 


of the merchandise that is often needed, seldom 


asked for but easily sold when seen on, Heller 
Cabinets. 


Let us show you how to increase your sales 
without increasing your stock. 


Write for Reference Book No. 26-A TODAY. 


W. C. HELLER & CO. © 


Main Office and Factory: 


) 700 Wabash Ave. 
Montpelier, Ohio 


Eastern Display Room: 


20 Vesey St. 
New York City 








Elastic Tip Co. 





Chair 
Tips 





No. 12, 1 inch 


For the Sharp Ends 
of Rocking Chairs 


have quickly found favor with the 
trade. A positive protection against 
the sharp ends of rocking chairs. 
Durable and easily 
fitted to the rocker. 
Catalog, prices and 
terms on request. 


370 Atlantic Ave. 


Boston Mass. 





No. 13, % inch 




















CARY’S 


Universal 
BoxStrapping 


Made of soft steel through 
which nails can be driven 
easily. Put up in coils of 
300 feet and packed 20 coils 
in a case. Every coil is 
equipped with our patent 
metal hanger which makes 
it a complete reel. 


CARY’S 
Saw Edge Joint Fasteners 


Cary’s Continuous Cutting Edge Saw 
Tooth Fasteners are made of the best 
quality Cold Rolled Strip Steel, on 
a rfect fastener that will not ben 
while driving. You will not find frac- 
tures between the corrugations. Special 
effort is made to have the corrugations 
uniform so that they have equal draw- 
ing strength. 

ese fasteners are the only fasteners 
manufactured with a continuous cutting 
edge, the patents, process and machines being owned by ourselves. 
Made in various widths and corrugations, also in coils wound 
right and left. 


Also Manufacturers of Steel Mats 


CARY MANUFACTURING CO. 


Manhattan Bridge Plaza Brooklyn, N. Y. 

















New Price 
a. Cards 


THAT YOU CAN KEEP 
CLEAN 


Covered with _ celluloid 
clear as glass which can be 
cleaned with gasoline or 
water, making it possible 
always to have a clean 
readable card. 


Strong, Neat and 
Practical 


No. 12—40c. each. 
$4.25 Doz. 


No. 30—35c. each. 
$3.75 Doz. 


Refill Cards—$1.00 Doz. 


Approx. shipping weight per doz.— 
No, 30, 1 Ib.—No,. 12, 1% Ib. 


SEND FOR SAMPLES 
One No. 12 and One No. 30, 50c Post Paid 





Manufactured by 


BOUTWELL, OWENS & CO. 


LEOMINSTER, MASS. 
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SAMSON CORDAGE WORKS 
Boston, Mass. 


SASH CORD 


SAMSON SPOT, PHOENIX and SACHEM BRANDS 


Clothes Lines, Masons’ Lines, Shade Cord, Awning Line, 
Dumb-Waiter Rope, Etc. Send for Catalogue and Samples. 


BRAIDED CORDS and COTTON TWINES 





Heavy Duty Socket Wrenches 


=! a O Offset Type 
— 24° ~ 


Extra strong construction with extra depth sockete— 
heat treated. 


Ask for Catalog No. 500. 


WALDEN -WORCESTER 


INCORPORATED 
WORCESTER. MASS. 























Russell Jennings 
Auger Bits 


Two styles of shanks—three threads for 
boring all woods 


Patented by Mr. Russell Jennings in 1855 





















SOLID SAL AMMONIAC 


The Handy Way 
to Clean The 
Soldering Iron 


Special Chemicals Co. 


Highland Park, Ill. 














PAINE STOVE BOLTS | 


As Good as the Best 


One hundred bolts and nuts 
in a strong, substantial box. 


In bulk if you wish. 
Prompt deliveries. 
Sold to jobbers only. 


Samples and discounts on request. 
No charge. 


THE PAINE COMPANY 


2949 Carroll Avenue, Chicago, Ill. 
33 Warren Street, New York, N. Y. 











heed 








Russell Jennings Mfg. Co. Makers of 
CHESTER, CONN. Speco sity ceed Soldering 
| The 





iS H.B. Ives Co. 


4 New Haven, Conn. 
U. S. A. 


Established 1876 
Incorporated 1900 





Manufacturers 


BUILDERS’ HARDWARE 
HIGH GRADE WINDOW AND DOOR 
SPECIALTIES 


WRITE FOR ILLUSTRATED FOLDER 





400 N. Monticello Ave., Chicago, lil. 








Ezyrun Ball Bearing Pulleys 


Meet the demand for better pulleys. Will 
take any size clothes line—Long w 
Rustless, Noiseless—Are easily operated and 
cannot freeze. Completely enclosed. Line 
cannot tangle or slip off. If your Jobber does 
= eck them, write us for prices and 
e 


BROOKLYN PULLEY CO., Inc. 
85 Sth Ave., Brooklyn, N. Y. 

















Major’s Cement 


is good for repairing china, 
glassware, bric-a-brac, meer- 
schaum, tipping Dillard cues. 
Rubber and Leather Cements 
all three kinds. 20c a bottle. 


Major Manufacturing Co. 
No. 461 Pearl St., N. Y. C. 
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“OHIO” 


Shoe Lasts and Stands 













MADE ABSOLUTELY 
OF i a 
-STEEL AGA 

re Grn BREAKAGE 





a 





The lasts are lock bearing. One 
last is especially adapted for ladies’ 
pointed-toe shoes. 

Order the “Ohio” and you will have 
the most popular sets on the mar- 
ket. Write for prices. 


The Fate-Root-Heath Co. 
Plymouth, Ohio 
N. Y. Office, 90-92 West Bdw’y—D. N. Winner, Mgr. 
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Known as Reliable for 
over Fifty Years 








; 9 
Priest’s 
The bobbed hair fad is at its peak 


—take advantage of it. 


Priest’s Tiger and Shaver are 
ideal for keeping the cropped hair 
short. The daintiness and light 
weight of these clippers always at- 
tract women customers. 


Remember Priest quality and 


service are back of every clipper 


AMERICAN SHEARER MFG. CO. 
NASHUA, N. H. 





















The illustration 
shows an End 
Cutter — one of 
thé several 
highly efficient 
models of the 
famous PORTER 
line. All leading 
jobbers carry 
them. 


Rolt Ce, 


‘EVE 



















Osborne High Grade Punches 





— ni 








Belt Punches 
Spring Punches 


Revolving Punches 


A varied and attractive line for the Hardware Trade. Also: Leather 
bers’ 


Workers’, Trimmers’ ani Up 
quality. 

The above tools will please your customers as well as our famous Round 
and Oval Punches. 

Remember we have had 88 years of successful manufacturing experience, 
employ only skilled workmen end use the finest quality of materials in 
making our products. 

We stand back of every tool we make. Try us. Write for Catalog 

ces. 


C. 8S. OSBORNE & CO., NEWARK, N. J. 
ESTABLISHED 1826 


holsterers’ and Plum Tools of superior 











KEYCO pipe WRENCHES 





PATENT APPLIED FOR 
“Keystone quality.” Made from Alloy Steel, heat treated 





our own process. The most durable Wrench on the 
market. Light in weight, can be used with one hand on 
pipe, nuts or studs. Fully Guaranteed. Packed 12 to a 
Carton. Write for Discounts. 

















A Vise Made More Attractive 


To increase the Dealer’s sales we have livened up the 
appearance of our new sturdy, dependable Rock Island 
ise. 


It is finished in bright red and is sure to catch the eye. 
Just the thing for a radio 
builder or garage. 


Radiovise 
Swivel Base Anvil Type 


Tool Steel Jaw Faces 


Jaw width—3'. inches 
Jaw opens—4 inches 


Write us for prices. 


ROCK ISLAND MFG. CO. 
ROCK ISLAND, ILLINOIS 
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The NAIL cannot fall out of a 


Graffco PICTURE HANGER 
f It’s always there—held firmly by patent 


Below Zero Torches 


No. 208 Improved Double Needle 
Torch is the best for extreme cold 
and windy weather. The burner 
is more powerful producing over 
degrees more heat burning 

low test gasoline. The cleaner 
needle prevents the gas orifice 
from clogging and _ kee the 
burner at its highest efficiency. 
ey are the most popular for 
RXIONS AMG, emergency use and below zero 
U MFC.CO temperatures. Why bother with 
cheaply constructed Torches? Job- 


spring tongue—an exclusive feature your 
trade are bound to like. Three sizes, re- 
talling 10c. packet. 


sze Gra fj Te co PUSHPINS 


No. 1 





‘ 
Seonpened hedl GEE Tr Guar altos hand WU & ver Reeee OnusA oe oe 
dome flange that gives great strength. Two PATENTEO 
handy sizes, retailing’ 10c packet. ~<a CLAYTON & LAMBERT 
GRAFF-UNDERWOOD CO. *° ! MFG. CO. 
Mfrs. of Time-Saving Devices No. 208 Torch 10619 Knodell Ave. 
18 Beacon St., Somerville Boston 42, Mass. Ack Ser jatest price. DETROIT, MICH., U. S. A. 























In Your Next Order Write F R E E. 


IWAN SOLID SOCKET HAY Write us, mention your Jobber’s 


name and we will send you FREE, 





KNIVES — obligation, a No. 22 Ajax 
Plura 
Notice that the step and blade are one solid Sample J 
malleable piece instead of separate blade and Socket Plug Oe 


step. 

The three sections are serrated and fast 
cutting. A strong durable knife that is selling 
in good volume. One-half dozen in crate. 


Iwan Bros., Mfrs., South Bend, Ind. 


Revolving Chimney Tops, Post Hole Diggers, Snow or 
B 


arn Scrapers, etc. 


and complete price sheets on Electrical and 
adio Specialties 


If our goods and prices suit you—order from 
our Jobber at our New iscounts. Our 
Socket Plugs are Guaranteed against all damage 
from heat, moisture and breakage. oe 
by Good Housekeeping and Modern Priscilla 
testing laboratories. 


Ajax Electric Specialty Company 
No. 22—List 50c 1924 Chestnut St., ST. LOUIS, MO. 






























RED X BRAND 
FRICTION TAPE 


STORE LADDERS RUBBER TAPE 


, Sanave “oo — service for 7 line be ane. MASON S TAP E 
ise. > . t 
punventent full’ length Raeitckts on tat alten of RADIATOR SEAL 


weg pape mounting or Conggnming Ye ae 
ot ands free to remove or replace stock without 

danger of falling. Cushioned Tired Trolley and GASKET SHELLAC 
Truck Wheels eliminate noise and prevent vibra- 
tion. Erection as simple as A, B, C. Utilize 
small space. Make top shelves safely 
available for stock purposes. One 
style—neat of design—nicely 
finished—any height ceil- 
ing. Thousands in 
use. Circular on 


CUSHION 
" TIRE 
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Send for Catalogue 815 


—~—wee- — o ee 





Let 
aves 
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and 
100 Other High Grade Products 
Manufactured by 
ST. LOUIS RUBBER CEMENT CO. 
St. Louis, Mo. 
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mY ca em 
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BARTLETT Two Hand Pruner No. 777 
Built right with blad ite side f l . 

tom. "Lett hang Sparaten deck Manie—elt Gane he Want a Customer 

pruning ade. e 

ical. taaouaine: cleitiin. For Your Hardware Business ? 
ary while blade closes. uta 

Sng SN, A &, oe” Tell your story in the paper that most hard- 
White Ash Handles. Write for Catalog. ware men read. 


BARTLETT MFG. CO. 430 E. Lafayette Ave. Detroit, Mich. 














Your message, giving the main facts, will find 
a quick buyer when inserted in Hardware Age. 





Watch the Weekly Market Reports Address: Hardware Age, 239 West 39th St., 


in this paper and you'll buy Hardware right. New York City, ‘‘Classified Opportunities 


Remember money saved at the buying end is as Section”’ 


good as money made at the selling end. 
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STEEL — IRON — WIRE 


Of Every Description 


THE HAROLD McCALLA CO. 


Beach St. and E. Columbia Ave. 











PHILADELPHIA 
Large Stock of Black and Galvanized 
BARS HOOPS CHANNELS PLATES WIRE 
BANDS ANGLES EES SHEETS METAL LATH 








THE 
“ALWAYS RELIABLE” 


are GOOD FURNACES 


SUPERIO 
and TORCHES 


Considered the most practical, 

most durable, and most econom- Hex Mesh 
ical by thousands of mechanics 
and workers in all trades. 


i po se from the oH yng Oy Bn mn POULTRY NETTING 
No. 14 Pump. No. 13 sk for catalog on entire line. 


Most jobbers can furnish from 
= = stock. Others will gladly order 


Welded Tank. for you. F. Wright Steel & Wire Co. 
| OTTO BERNZ CO. INC., Newark, N. J. WORCESTER, MASS. 





ESTABLISHED 1876 














THERE’S MONEY FOR YOU 
IN THE HANDY SLICER 
Profit Makers Are Always Welcome 


Handy Fruit and 
Vegetable Slicer 
No. 6-S. 


It slices all kinds of Fruits and Vegetables 
in an infinite variety of fancy and attractive 
designs absolutely without waste. Apples, 
pears, bananas, pineapples and wther fruits 
sliced with a ‘‘Handy Slicer” prepare a 
dessert excellently and quickly. Once used 
for slicing apples for pies it will be consid- 
ered invaluable. : 

Potatoes, beets, radishes, cucumbers and 
other fibrous vegetables become tender when 


sliced “Lattice” fashion. THE HEROLD BROTHERS CoO. 
ames fy a Co. —_—— 1106 W, och ST Established 1874 CLE o 





STEEL WIRE 
SCRATCH BRUSHES 


A large variety for industrial and household require- 
ments. First quality backed by more than fifty years 
experience, 





Write for catalog and prices. 































Packed 1 or 2 doz. 10c pkts.to a Carton | Happy New 
egneened Advertised for VY. he, 
Illustrated Cor pis J 
Folder of 25 years ) | | ( \ 
Counter Great Demand Yl , 
Displays Good Profit 193 
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Moore ¥ Moore a Bb fotcried 

: LN, yh Blsedird 
Push-Pins Push-less Hangers tmnt Clothes Line 

**Glass Heads- Steel Points’’ ** The Hanger with the Twist” s -_ Reel ancl 
T 6 H U Thi ”» : H Offi 4 ; Pol lx Prim 
Oo ang Up Things ” in Homes, ces “Dust Poa Dust Phe 






and Schools. Ask your Jobber. — 
Moore Push-Pin Co.. ( Wayne Junction), Phila., Pa. 











PATENT N OVELTY | COM PANY, Inc. 















THE H. L. BROWN FENCE AND MFG. CO., Cincinnati, Ohio 


All Pickete Made of No. 9 Heavily Galwanieed Wire 






MANUFACTURERS OF 3 gtila 
| Ornamental Lawn Fence maa PROMPT SHIPMENT 7.4% 
Walk, Drive and Farm Gates #i@aiaoe | PSESPSPSRSPSSPSR © SPA? FROM STOCK mS, : oa 
Rubbish Burners, Trellis at orm iii WRITE FOR PRICES Vas @ 





Flower Border, Tree Guards 
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THE ADVERTISERS’ INDEX is published as a convenience and not as a Dart of the edvertising contract. Every care will be taken to index correctly. 
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Robertson “Horse Shoe ee Hammers 


Permanent magnet which holds 
the tack in position for driv- | ; 
ing. Awarded the Silver Meda! oni 
{the highest offered) at the Punneen-daaiie Exposition. 
Good profit. Write for price list. 

Name and design trade marks registered U. 8. Pat. Off. 






Iron Fence, Gates 
wn Vases 
Settees 

General Iron 
and Wire Work 


DEALERS WANTED EVERYWHERE 
CHAIN-LINK 
WIRE FENCE 


ATH MaALaNaADa 
Hl | TUTE} HANI 
eeeastll 
Ask for Catalog 
incinnati, 0. 


THE ‘STEWART IRON WORKS CO., Ine., 225 Stewart Block, C 























* T R A TTO Plain = soemetes in 
HANDLES 


For Small Tools, Utensils, Electrical Goods, Etc. 
Enameling, both baked and air dried. 


STRATTON MFG. CO., Stratton, Maine 


111 





It pays to carry 
“BULLOCK” Malleable Iron Saw Sets 
They will not break 


Bullock Mfg. Associates 
Springfield, Mass. 











Waste — Mops — Wicking 


é Cleaning Cloths 
-*®) Caulking Cotton — Chemical Cotton 


MASCO 
PRODUCTS 


'2soe Raa E86 68 OR a 











Send for samples and prices 
MASSASOIT MANUFACTURING CO. 
Fall River, Manss., u. S. A. 
New York Office o ~ o 350 Brondway 





Plug Counterbore 
Made in two sizes, 
m 63% and1, inch. 
The Conn Valley 
Mfg. Co. 


Centerbrook, Conn. 
U. S. 





A Labor Saving Tool 








QUALITY SPEED 


SERVICE 


GLASS "LE NOX’ cw CUTTERS § 
‘Freeper 





) 


“The Jools in the Pui Bor” 
AMERICAN SAW & MFG. CO. SPRINGFI ELD. MASS. 


HACK SAWS - BAND SAWS —- SCREW ORIVERS - GLASS CUTTERS 


Stee eeeeeeees eeoetrees & Pees eeeeeese 
SOESCSSCHECSCCECE CC HOSE EEE EEE eeeceoeeeee 











~ REQUIRES 
ONLY 
HEAT” 


SAMPLE 
FREE 











For quality trade—the quality ware. 


cu (ene e Aluminum 


For catalog and prices, write 


THE WAGNER MANUFACTURING COMPANY 
Sidney, Ohio 14 























THE FOWLER & UNION 
HORSE NAIL Co. 


HORSE SHOE NAILS 
OF HIGHEST GRADE 


Plant of 
1000 MILITARY RD., BUFFALO, N. Y. 











Millions of Advertisements Yearly 


on Lerain Oil Burner Cook Stoves are increasing the demand every- 
where. Consider the reputation of the maker. Consider the number 
of actual sales made by tens of thousands of satisfied users. Go out 
and learn how supremely good the 1925 Lorair Burner really is. 
And make your own estimate of the profit you can earn by selling 
Oi] Cook Stoves equipped with the Lorain High Speed Burner. 


AMERICAN STOVE COMPANY, St. Louis, Mo. 





Mr. Retailer: Inaixt that your jobber seer you 
with a complete line of a. SMITH PRUNING 
SHEARS and have best made. 


Backed by 50 
years’ satixfac- 
tory service. 





SEYMOUR SMITH & SON, INC., Oakville, Conn., U. 8S. A. 
Sales Agents John H. Graham & (Co., 113 Chambérs 8t., New York. 


















PADLOCKS 


FOR EVERY CONCEIVABLE PURPOSE 





we tH Ue a A 


Leaders in their line 


Rome Copper Utensils have over 
30 years of “Know how’ behind 
them. For profit and quick turn- 
over, carry them. 


Write— 


ROME MFG. 
Factories and Offices, ll N. ¥. 











THE GENUINE 


HUNTERS SIFTER 


The Standard of the World Since 
1880 


The Fred J. Meyers Mfg. Co. 
Hamilton, Ohio 






Imitated But 
Never Equalled 












A Faster Selling Mop Offers More 
Profit and Quicker Turnover— 
Convince yourself by selling SQUEEZ-EZY. 
The mop that wrings by a twist of the 


handle. Keeps hands out of water. Saves 
time and back-bending. 


SQUEEZ-EZY MOP CO., INC. 
New Orleans, La. 
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An Effective Low Cost Contact with Hardware Man- 
ufacturers, Manufacturers’ Agents, Jobbers, Jobbers’ 
Salesmen, Retailers and Retail Salesmen. 

No illustrations accepted for these pages. 

Allow seven words for Keyed Box Number Address. 








50% 





ppc Minimum 50 WOTdB. .ceccsce eeenereeeeeneee eeeeeeeer 


January 1, 1925 





Each additional word........-scesess severoegerevecese .06 
All Cagtenis. SEs. GO WEPER. ccc cccccccceccccececeenses 4.00 
Each additional word.......eseee. nbeeedunesees ee 6e a 
5 Se SS ao oteweauwrxcccéccows pecevecesoéerestees« . 5.00 
BOG GE SNE vccccccccescecéeesece 966000956666 -- 4.00 


4 insertions, 10% off; 8 insertions 15% off 
Remittance Must Accompany Order 
off the above rates for Positions Wanted Advertisements 





Business Opportunities 


Help Wanted 





FOR SALE—Prosperous well known hardware 
store in New York City. Price $35,000. Es- 
tablished 32 years, modern fixtures, proprietor 
of store owns building—can arrange suitable 
lease and terms. Low rent. Address Box G-409, 
care of Harpware Ace, New York. 


BEST HARDWARE BUSINESS IN Charles- 
ton, West Virginia. Established nineteen years, 
stock and fixtures invoice about seventy-five thou- 
sand dollars. Have double brick building, three 
stories and basement, forty by one hundred, with 
shed at baek, forty by fifty. On corner lot and 
wareroom twenty by sixty. On New York Cen- 
tral Lines. Will sell or lease the building. Must 
be sold by January Ist; cash deal, no trades. 
Address BOX G-424, care of Harpware AGE, 
New York. 


FOR SALE—Stock of shelf and builders’ hard- 
ware, paints, household utensils, stoves, washers, 
wheel goods and toys. Sales this year $105,000. 
Business established and growing, central location 
on main street in one of the best manufacturing 








cities in Michigan of over 50,000 population. 
Address Box G-436, care of Harpware AGE,. 
New York. 





FOR SALE—Clean stock of shelf hardware, 
house furnishings and paint in growing, pros- 
perous suburban territory of Chicago. Doing 
splendid business; good reasons for selling; in- 
ventories $7,000 Cash only. Address Box G-437, 
care of Harpware Ace, New York. 





Help Wanted 


WANTED—An experienced traveling salesman 
familiar with the western Massachusetts and 
Vermont trade, to represent a large shelf hard- 
ware jobbing house in the territory mentioned. 
Give full particulars regarding experience in 
hardware business, age, etc. Replies will be 
treated as confidential. Address Box G-412, care 
ef Harnpwars Acs, New York. 








ARE 


1, CARE 








AN INDUSTRIAL MANUFACTURER with 
an established staple product requires a salesman 
with an acquaintance in the mill supply, heavy 
hardware, railroad and manufacturing trade in 
the city of Pittsburgh, and surrounding territory, 
with territory extending through Northern New 
York. Applications treated in confidence. Do 
not answer advertisement unless you are a pro- 
ducer and can furnish the best of references. 
Address Box G-433, care of Harpware AGE, 
New York. 


SALESMAN WANTED to sell fishing tackle: 
sporting goods; and hardware specialties in 
entral and Northern New York. State experi- 
ence, age, and give reference. Address Box 
G-439, care of Harpware AcE, New York. 





*« Open for immediate connec- 


WANTED—High class traveling man, prefer- 
ably one acquainted with hardware and radio 
dealers, to handle nationally advertised specialty 
for certain states now open. This is a substantial 
item, a repeat business, will make good money 
for the right man and will prove a permanent 
connection. In replying state experience, qual- 
ifications, territory most familiar with and give 
references. E. D. Fahlberg Mfg. Co., Madison, 

is. 





SALESMEN—Opportunity with manufacturer 
of well-known line of mechanics’ hand tools, for 
experienced young salesmen going to the good 
retail trade in San Francisco, Los Angeles, St. 
Louis, Chicago, Philadelphia,. Pittsburgh, Cincin- 
nati, Boston, New York, Denver, Atlanta, Rich- 
mond, etc. Permanent position with a future. 
The right men can sell other non-conflicting lines. 
Address Box G-384, care of Harpware AcE, 
New York. 





Positions Wanted 








) A Retail Hardware Man 


of 20 years’ experience desires 
to make a connection with a 
good progressive store. Ex- 
perienced in all departments. 


tion. References, record and 
other details subject to corre- 
spondence. Address Box 382, 
care of Hardware Age, Otis 
Bldg., Chicago, IIl. 


Renee . 














EXPERIENCED HARDWARE MAN, pro- 
gressive, ambitious and industrious, desires i- 
tion as r of retail hardware, or bead of 
builders’ hardware department, wholesale or re- 
tail. Would consider buyer’s position or as travel. 
ing salesman for manufacturer or jobber. Have 
salesmanship training. Prefer Northwest or Mida- 
dle West territory. ddress Box G-404, care of 
Harpware Ace, New York. 


SALESMAN—Mechanical executive ability. 
Age 32, married. Four years traveling Atlantic 
Coast states and Eastern Canada, selling high 
grade line of cutlery and mechanics’ tools. Thor- 
ough knowledge of manufacturing and_distribut- 
ing. Address Box G-417, care of Harpware 
Ace, New Yerk. 











HARDWARE EXECUTIVE and catalog com- 

piler with twenty years’ experience in buying, 
pricing and compiling catalogs for large hard- 
ware jobber, desires position as buyer and would 
assist in compiling catalog. Thoroughly com- 
petent and active. A-1l references. Address Box 
G-438, care of Harpware Ace, New York. 





Positions Wanted 











POSITION WANTED. Married man, age 34, 
would like connection with growing hardware or 
mill supply house, have had 16 years’ experience 
from stock clerk to buyer of mill ——— and 
heavy hardware, also 2 years outside selling, 
would prefer position as buyer but would con- 
sider selling. Address Box G-435, care of Ilarp-: 
ware Ace, New York. 


FOR 15 YEARS with one of the largest and 
most successful tool manufacturers in the coun- 
try, 6 years of this time as sales and advertising 
manager, and 3 years in similiar work with 
another most prominent tool manufacturer. 
Wishes to connect with manufacturer who needs 
active sales development. Address Box 193, care 
of Harpware Ace, 1402 Widener Bhdg., Vhila: 
delphia, Pa. 


Sales Accounts Wanted 


MANUFACTURERS’ REPRESENTATIVE— . 
Thoroughly experienced salesman, A-1 linguist, is 
going abroad soon. Has room for two or three 
more Hardware and Tool Representations. Basis: 
Commission and small share in traveling expenses. 
Highest of references as to integrity, ability, ex- 
perience. Only firms in A-1 class need apply. 
— Box G-403, care of Harpware Ace, New 

or e 














SALES ACCOUNTS WANTED—Manufactur- 
ers’ representative with New York office and es- 
tablished trade calling on wholesale hardware, 
housefurnishing, automobile, radio, exporters and 
5 and 10 cent store syndicates, desires corre- 
spondence from reliable manufacturer of hard- 
ware or kindred lines on commission basis for 
New York City terri , ddress Box G-402, 
care of Harpwarge Acs, New York. 





SALESMAN WHO HAS been calling on the 
hardware jobbers and large retail stores in the 
East for the past 10 years desires one or two 
more lines of tools to sell to this trade. Only 
es reliable lines will be considered. Address 

ox G-418, care of Harpware Ace, New York. 





BUILDERS’ HARDWARE LINE wanted for 
Southern California. Prefer established line 
which will warrant intensive work among con- 
tractors and architects, sales to go through regu- 
lar retail stores. Have wide acquaintance among 
this trade, know territory, and in a position to 
thoroughly cover field. R. PRYNE,. 1040 
Broadway, Los Angeles, Cal. 








WANTED for Pennsylvania, New: Jersey, 
Maryland and West Virginia lines of builders’ 
hardware, cutlery, enamel ware, tin ware, axes, 
hatchets and tools, handles, hardware specialties, 
glass push plates, glass knob sets. Covering 
territory for nine years and selling all the jobbing 
trade. Address Box 198, care of entrant AGE, 
1402 Widener Bldg., Philadelphia, Pa. 














SIDE LINES FOR SALESMEN 


Many good salesmen are looking for profitable “Side Lines” 
to handle. 


What have you to offer? Give details—insert vour ad in the “Classified 
Opportunities Section” of this paper and you'll be reasonably sure to find a 
reliable salesman to represent you. 
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CLASSIFIED OPPORTUNITIES—Continued 








4132 


is the total number of replies for 1924 which have been received up to the closing date of this 
issue and forwarded through this department to advertisers using Box Numbers. 
include replies that have gone direct to advertisers using their signature. 


This does not 





Sales Representatives Wanted 


STOVE SALESMEN WANTED for 1925. 
— and bonus, earnings limited only by abil- 
Territories: Michigan, Iowa, Nebraska, 
Kansas and Oklahoma, ine well adopted, com- 
plete in both gas and coal goods. National ad- 
vertising, dealer c tion. Applications de- 
sired from experienced and successful retail stove 
salesmen desiring road work, also from road men 
with established acquaintance in territories men- 
tioned who are looking for a proposition with a 
greater future. We have no men in these terri- 
tories now so don’t hesitate to write, statin 
ritory preference, qualifications, etc. y+ 
Box G-426, care of Harpwarge Ace, New York. 





Sales Representatives Wanted 


Sales Representatives Wanted 





REPRESENTATIVES WANTED. A manu- 
facturer of high grade coaster wagons requires 
representation in several states. Exclusive terri- 
tory available to big producers. Salesmen cov- 
ering territory 
other lines for the hardware trade preferred. 
In your first letter give age, experience and 
era, Address P. O. Box No. 321, Salem, 

io 


HUSTLING SALESMEN wanted to sell on 
liberal omnes basis our popular line of 
labor savin Weeder Hoes to hardware 


trade. REICH HARD M MFG. CO., Bangor, Penna. 








TRAVELING MEN WANTED who can en- 
joy and earene their sales from Saunders Nor- 
vell’s “F ay Years of Hardware.” It is 
pen HY wit sales inspiration, background and 
ideas. $3.00 a copy. Order your copy now 
from Harpware Acs, New York. 








Let Us Help You Word 
Your “Want.” 


HARDWARE AGE 
“DEPENDABLE WANT ADS” 





in a car handling one or two. 


SALESMEN interested in attractive assort- 
ment of dog collars, dog harness, etc., to sell 
direct to retail trade. Recently organized manu- 
facturer of long experience in this line has good 
territory open for the right men. Only hard 
workers and those with represeniative lines need 


apply, giving all details, territory, etc., in first 
letter. . Box 130, Patterson Post Office, 
Baltimore, Md. 








MANUFACTURERS of full line household 
specialties want local representatives in all impor- 
tant cities to handle line on commission. Depart- 
ment houses, premium concerns, are all big users. 
State experience, lines handled and territory 
covered. e want none but those who can 
“make good.” For such our proposition is an 
excellent one. Address “S. H.,” care of Harp- 
WARE AGE, New York. 








Get The Fighting Spirit 
Your business paper-—HARDWARE AGE—brings to 
you each week the latest selling hints. 
that “inspiration” and “determination” are just as 
essential to business success as is ability. Get in 


We realize 


the habit of reading your trade paper carefully 
from cover to cover each week; get the fighting 
spirit it instills and your books will show a better 
balance at the end of the year. 














CARPENTER’S 
—CHALK— 
STANDARD CRAYON CO. 


Danvers, Mass. 











America 


n Can 


BLACK IRON nes ‘ 





American Can Company 








The “TORREY” 


Send for Catalogue of Full Line 
J. R. Torrey Razor Co., Worcester, Mass. 











SILVER LAKE 
SASH CORD 


NET WEIGHTS FULL LENGTHS 
Sliver Lake Co., Newtonville, Mass. 








“They Have a 
Bull Dog-Grip” 


Manufactured by 
U. S. Clothes Pin a © nape Vt. 
Sales 


1015 Union Bank Bide, Pittsburgh, Pa. 





A Real Man’s te 





Molasses and 
Dairy Gates 
Perfection Pattern. 
Made in All Styles. 
Syracuse Stamping 


Oil, 











Economy 
Hose Attachments 


For connecting hose to smooth 
faucets. Slips on and off easily. 


Economy Mfg. Co. 
5350 Germantown Ave. 
Philadelphia, Pa. 














effective 


Tools for Stone-Working 


Send for our Catalogue—FREE 
TROW & HOLDEN CO. 


Easily first in — praca of 
Vermont 


Barre 








Semen 








40. 
Syracuse, New York 


and AXES 


Scythes since 1912. Axes since 1880. 


RIXFORD ESS. 














to order. 
Booklets free, Hetablighsd 1858. 


SCYTHES 





J. L. THOMPSON MFG. CO. 
Waltham, Mass. 
Tubular and Bifurcated 


—fivates— 





ELEVATORS 
DUMBWAITERS 


Write for our cateleg 
Energy Elevator Co. 
211 New St. Philadelphia 








Taintor Positive Saw Set 












e All steel. Fully 
Guaranteed. Send 


for Free Book. 


TAINTOR MFG. oo 


113 Chambers St. . ¥. City 








So-Boss Cow Hobble g¥V 
and Tail Holder 


Sold by Jobbers 


Simonsen Iron Works | 
Sioux Rapids lowa 

















YERDON CAST 
BRASS HOSE BANDS 
give JUST THE SERVICE 
you want Hose Bands for 


on All Hose Connections. 
A trial will convince. 


WILLIAM YERDON, Box 102, Fort Plain, N. Y. 











ELEVATORS 


and Dumbwaiters 
for House, Store or Warehouse. 
Write for particulars. State your 
requirements as to size, capacity 
and lift. 


The SIDNEY ELEVATOR Mfg.Ce. 
Sidney, Ohie 
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Rev. A. W. Wilk, of the Lutheran 
Church of Juanita, Nebraska sent 
us these interesting photos of his 
Church, pn A equipped with 


Walls. No mere photograph can 

do justice to the artistic i which 

have been so appropriately worked 
Al 


out in this beautiful little Church. 









Every Church in your 
Community needs You! |" 


HE advantages of Milcor Metal Ceilings and Side Walls are k 
particularly valuable to Churches. See to it, personally, that ; 


every Church in your vicinity knows of these advantages. 


To help you tell your story to churches and other ceiling prospects, 
we shall be glad to furnish illustrated folders with your own imprint. 
Write for details on this offer. 


Buildings that are heated only occasionally, as Churches are, find 
metal ceilings most practical. Then, too, beautiful ornamental stucco 
effects are obtainable with Milcor “Invisible Joint” Metal Ceilings 
and Walls, at surprisingly low cost. Line up the prospects. We'll 
help you figure the estimates, without cost or obligation. 


“Invisible Joint” Ceilings 
Hundreds of designs and combinations are available 
for distinctive ceilings and walls, not only for churches 
but for every other type of structure. Many dealers have 
remodeled their own stores with Milcor Metal Ceilings, 
thus equipping themselves with a permanent demon- 
stration which develops future sales. 

Remember that we furnish a working Blue Print with 
each ceiling, to aid in erection. Consult the Ceiling 


Section of your “Milcor Guide” for complete details. 
MILWAUKEE CORRUGATING COMPANY, Mn ¥ok8 Milwaukee, Wisconsin 


Branch Plants @ Warehouses: KANSAS CITY, MO. — LA CROSSE, WIS. 


Branch Sales Offices: KANSAS CITY, MO., Southwest Blvd. & “B” St. _ MINNEAPOLIS, MINN.,929 Lumber Exchange Bldg. BOSTON. MASS., 80 
CHICAGO, ILL., 11 So. LaSalle Street LITTLE ROCK, ARK., 120 West Matkham Serr” PA eRe SS 2 80 Boviscom Se. 
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Invisible Joint Metal Ceilings and 
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Sales Effort ©2" be reduced 
— : best through the 


appearance and definite quality 
of the products you sell. ————— 


We could use cheaper paint and 
so sacrifice appearance. = 


We could assemble parts of in- 
ferior material and likewise sac- 
: rifice quality and increase your 
sales effort. When you buy = 


We 
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: Quality Product — 
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Sterling, Barrows 


you have a 


WN 





which reflects its savings in sales 
made easy through Satisfactory 
Performance. ———= 
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_ XAT Ff (STERLING ON A WHEELBARROW MEANS MORE THAN STERLING ON SILVER ] J 


Y, 


ye IID OWE See 











January 1, 1925 


fa) 
O 
< 
fx) 
pS 
< 
> 
a 
: 








STRIBUTORS 


AL DI 


ESTABLISHED 1843 


N 
ST. LOUIS 


INTERNATIO 


TRADE MARK REGISTERED 


U.S.A 
ALITY PLEDGE 


TRACE MARK REGISTERED 
in THE U S. PATENT OFFICE 


iN THE U. 6. PATENT OFFice 


“Di 


hi 


“ 


A Qu 


S 


1E | 


C 


MOND ED 


q 


1232 


Shapleigh National Secles No. 








